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quotes a foremost advertiser 
who knows whereof he speaks: 
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“Stick to the legitimate daily and weekly press. In these days every- 
body gets a newspaper of some sort, and I think that advertising in liter- 
ary weeklies and monthlies, or in ‘class journals of any sort, is merely 
duplicating circulation.”” — CHAS. H. FLETCHER, Presipent or THe 
CrENnTAUR (CasToRIA) COMPANY. 
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The stvonges¢ link in your 
chain of dailies will be THE 
PHILADELPHIA RECORD. 

Mark that—it’s well worth 
a trial at least. 
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F. Ar ewel | to the dollars 


of the advertiser who believes, and backs up 
his belief, that the country people can be reached 
otherwise than through their local weeklies. 

Millions of dollars have been thrown away 
trying to accomplish the impossible — and probably 
millions more will be. 

Follow the successful advertiser. Notice how 
he uses the local country papers when he is looking 
for the country dollars—and how he gets those 
dollars. He puts his money where it will come 
back to him, with much more. 


One order and one electro with the 1,600 local papers of the Atlantic 
Coast Lists enables advertisers to reach weekly one-sixth of all the 
country readers of the United States. Catalogue, with information, free. 


ATLANTIC COAST LISTS, 134 Leonard St., New York. 
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** POSITION.” 

By F. James Gibson. 
(Advertising Manager for A. A. Vantine & 
Co., New York.) 

The old superstition that ‘‘top of 
column next to reading”’ is the best 
advertising position in a newspa- 
perdies hard. I have talked to dozens 
of large advertisers on this subject of 
position, and the only sensible argu- 
ment I have heard advanced in favor 
of the ‘‘next to reading’’ theory is 
that it is possible to get a better dis- 
play in that part of the paper. This 
is doubtless true to a considerable ex- 
tent, but, to my mind, it is not so im- 
portant to get a good display as to get 
a position in that part of a paper which 
has the most readers among one’s pos- 
sible customers, The idea in the 
minds of some advertisers is that peo- 
ple don’t read the advertisements in a 
paper if they can help it ; that they re- 
quire to be led accidentally, as it were, 
across your announcement. There may 
have been a not remote time in the his- 
tory of advertising when this was good 
policy. There may have been a time 
when newspaper advertisements were so 
bad that noone read them without being 
gently and unconsciously led into it by 
the artful advertiser. If this state of af- 
fairs ever existed it was before my time. 
Indeed, I doubt very much if it ever 
really did exist. But the old supersti- 
tion still remains, and next to reading 
has its votaries among many of the 
prominent advertising men of the day. 

It is generally admitted by every 
one that most of the buying at retail 
in this country, and probably in most 
other countries, is done by women. 
Of the goods thus sold over the count- 
ers of the stores it is estimated that 
women buy 75 to go per cent of the 
total. If we add to this what is 
known as mail order trade, the propor- 
tion will be still larger. Now, the av- 
erage woman is not much interested in 
politics. Even in the general news of 
the day she takes but a languid interest 


as compared with the men of the fam- 
ity. With the majority of women the 
most serious business in life is the eco- 
nomical spending of the money provid- 
ed for that purpose by their husbands 
or fathers or brothers. And if they can 
accomplish this more economically and 
satisfactorily than we men can, who can 
complain ? 

The income of the average family is 
none too large for its needs, and this 
means, as a rule, that considerable 
pinching and saving must be done to 
make both ends meet. This means, 
further, that the women of the family 
are diligent advertisement readers. 
The money that these women save 
through taking advantage of special 
sales and the like is of the greatest 
importance to them. And, further- 
more, it seems to be the result of our 
American civilizat‘on to want to live 
right up to and even beyond our in- 
comes in making displays of various 
kinds. Mrs. Brown’s husband has 
$5,000 a year and Mrs. Smith’s hus- 
band only $2,000 a year. These two 
ladies are neighbors and intimates, and 
the tendency on Mrs. Smith’s part is to 
make just as good a showing as Mrs. 
Brown does. Therefore, Mrs. Smith 
diligently studies the advertising pages 
of the papers for bargains. Mrs. 
Brown does the same thing, because 
she wants to keep even with Mrs. 
Thompson, whose husband has $10,000 
a year. And soon all around the cir- 
cle, until we come to the wife of the 
millionaire. Even then the chances 
are that we will find her as fond of a 
bargain as any one. There are some 
who assert that all women are fond of 
bargains. 

Supposing, then, I have something 
to sell that women buy (75 to go per 
cent of everything sold at retail in the 
stores), where ought I to place my ad- 
vertisement ? It seems to me that the 
obvious answer is: Right in among 
other advertisements of goods that 
women want to buy. Let me take 
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baking powder as an example. My 
observation teaches me that the lead- 
ing baking powder advertisers take 
the next-to-reading position. Now, 
baking powder is almost entirely 
bought by women, Why not, then, 
place the ads in that part of a paper 
which, as we have seen, is the most in- 
teresting to the sex? I venture to say 
that if the Royal and the Cleveland 
baking powder advertising were placed 
next to good dry goods or department 
store advertising it would be worth at 
least twenty-five per cent more to the 
owners of these brands. 

It will doubtless seem presumptuous 
in me to sit in judgment on men who 
were in the advertising business when 
I was in skirts, and who have made 
fortunes out of publicity. But my po- 
sition seems to me to be right. 

This position question is a great deal 
like the question of the location of a 
store. Every merchant knows that the 
best location for a store is right in 
among other stores of the same or sim- 
ilar kinds. Why should not the same 
rule apply to advertisements ? 

I need not say, I suppose, that when 
we come to the advertising of men’s 
furnishings, wines, liquors, cigars, to- 
bacco, cigarettes, theaters, livery sta- 
bles, and all those sorts of things, I 
would go to work on a different prin 
ciple. For that kind of advertising 
next to reading is probably the best 
position. 

But it is an open question to my 
mind whether men are not influenced 
to a very great extent by the female 
members of their families in buying 
even those things which are used 
almost exclusively by themselves. I 
believe it is often the case that it is the 
wife who tells her husband that he 
needs a new suit of clothes or a new 
hat or a new necktie, and also that she 
has noticed an advertisement of So 
and So & Co., and that he had better 
go there and get what he wants. 

It may be objected by some that if 
a small advertisement is run in among 
large display dry goods or department 
store advertisements it will not be 
seen. I believe that there is nothing 
in this argument. I am sure that if I 
were to use a line in nonpareil or agate 
size type in a department store ad of a 
page in size, saying that Sapolio or 
Royal Baking Powder or Sozodont 
would be sold for a certain time at half 
price it would create a big extra demand 
for the goods at that store. Any one 
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who has had experience in what is 
called local retail advertising knows 
that this would be the result. 


er 
WINDOW CARDS ON STATE 
STREET, CHICAGO. 


Women’s summer wants in neck- 
wear. 

Bicycle suits—perfection in fit and 
finish. 

The foundation of a comfortable 
home is carpets and rugs. 

Baby’s wants have our special care. 

Extra event for the boys. Summer 
specialties, specially priced. 

The reduced prices on these challies 
will enable you to reduce your tem- 
perature. 

An underselling sale of muslin un- 
derwear. 

Will suit you precisely on summer 
silks. ; 

Ladies’ silk skirts in generous widths 
at low prices. 

We shelter you from the sun and 
storm at prices that touch you easy. 
(Parasols. ) 

You can do some sharp trading in 
cutlery here. 

Light weight comforts and blankets 
at lighter prices. 

It’s up to-date prices like these that 
keep us busy. 

All the pretty portieres that find fa- 
vor with people of taste. 

A collection of portieres that rival 
all past efforts for quality, beauty and 
price. 

The tip top of style for half a dollar, 

Sightly! Worn nightly. Made 
rightly. Priced slightly. (Men’s night 
shirts.) 

Rare Paris organdies. 
terns. Rare prices. 

Underselling undermuslin. 

We need not quote the actual value. 
They speak for themselves at 25 cents 

Umbrellas extraordinary. A sensa- 
tion in rain shedders. 

OVERSTOCKING. 

When a mistake has been made of over- 

urchase in a certain line of goods, it is far 

etter to reduce the price pe get rid of the 
stock than to hold it over for another season. 
The first loss is the best loss, so sell for what 
the goods will bring, irrespective of worth. 
This is the only wise course to pursue. The 
mistake has been made and cannot be recti- 
fied. Wisdom in the choice of stock for the 
future will be gained by the experience. 
Some merchants persistently harbor old 
goods until their store rooms and shelves are 
clustered up with a valueless conglomeration 
of odd sizes and styles that even a ragman 
would want to sort before purchasing.— 
Bookseller, Newsdealer and Stationer. 
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THE CIRCULATION 


‘The Sun 


in New York 
is double that of the Herald, and 
far above the combined 
circulations of the Heva/d, the 
Jimes and the 77bune. 


The Sun's 


CIRCULATION 


has now for several months been 
at the highest level it 
has enjoyed in I5 years, or 
since the period 
in which it was the only 2-cent 
newspaper printed in 
New York. 
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THE MANUFACTURER AND THE 
RETAILER—AN ENGLISH VIEW. 
By Frank Mabin. 
(Plymouth, Eng.) 

It is often supposed that a manufact- 
urer can, to a large extent, be indif- 
ferent to the retailer, if he only per- 
sists long enough and strong enough 
in his appeals to the public. It is said 
that if you can get the public inter- 
ested in the article, its demand will 
eventually compel the retailer to keep 
the goods. 

This specious statement embodies a 
fallacy that has recently proved dis- 
astrous to one firm which acted upon 
the theory. This firm produces. an 
article which is in daily demand. It 
is a good article, there is no denying 
that. The prices are right, both to 
tke trade and the public. Still, after a 
very heavy sum of money has been 
spent during the past two or three 
years in advertising it to the public, 
the sales are most unsatisfactory, and 
the firm finds itself some $100,000 
poorer than when it started. 

This result has been brought about 
by the supposition that there was no 
need to propitiate the dealers; the 
public demand, it was supposed, would 
compel ¢hem. Samples were freely 
distributed direct to the consumer, and 
yet the dealers do not require it. It is 
not an article which can be supplied 
direct from the manufacturer. 

In this instance (as in most other 
cases) there are competitive makers, 
who produce an equally good article. 
Some of them have been established 
much longer. These endeavor to keep 
the good-will of the dealers. A _por- 
tion of the advertising expenditure 
goes through them. Consequently they 
keep the article on their shelves, where 
it is seen by their customers, and forms 
a permanent advertisement. 

The manufacturer who needs to sup- 
ply the public through the medium of 
dealers must look upon the dealers as 
necessarily a very important advertis- 
ing medinm. A portion of whatever 
sum is set aside for advertising pur- 
poses must find its way to the dealer. 
If the firm mentioned above had di- 
vided its expenditure into two portions 
—one for the public and one for the 
dealers—the result would have been 
very different from what it now is. 

It will be a puzzle to find an article 
which has a monopoly or is absoluteiy 
unique. Everything has its rivals for 
public favor, and the dealers are a 


very good medium for getting anything 
into public favor. There are still many 
thousands of one-line men who are 
found in their own stores directing their 
own concerns, known to their custom- 
ers. The word of an ordinary clerk may 
in a large number of instances be con- 
sidered of little value by the purchasing 
public. But the personal knowledge 
of the proprietor by his customer 
causes that customer to trust the trader 
and reiy on his recommendation. 
Where there are two or more articles 
of equal merit (and this is the case 
generally), the dealer does not: sacri- 
fice himself or his customer if he 
pushes the sale of that which is most 
profitable to himself ; or which comes 
from firms that show him the most 
consideration. 

A large portion of the public are ac- 
customed to absolutely rely on the 
word of their dealer in the choice of 
an article. If he has not the much- 
advertised article he rarely loses a 
sale ; as a rule, it may be said, never 
loses a sale to his regular patrons. 
Fully 95 per cent are willing to take 
what he recommends ; and if he is an 
honest trader the public does not suffer. 

This is an important point which 
manufacturers should not lose sight of. 
Some of the most thriving concerns in 
England, which have now established 
themselves very firmly with the pub- 
lic, still continue the practice they have 
always adopted. They look upon the 
retailers as most important advertising 
mediums, and they propitiate their 
good services by giving them a share 
of the advertising expenditure. 

The retailers are a force to be reck- 
oned with. While it is possible to 
work up a large business without 
them, when the article can be delivered 
direct to the consumer, it must neces- 
sarily be much curtailed by the lack 
of that co-operation. Where the article 
has to be supplied through dealers, 
they must be important factors in 
making it known to the public. The 
newspapers ‘and magazines must be 
carefully looked after, and the dealer 
must not be overlooked. Several in- 
stances, beside that above quoted, 
have come under the writer’s notice, 
proving that where manufacturers have 
done so, the results have been unsatis- 
factory, if not positively disastrous. 

i od 

ADVERTISING will not create a de- 
mand for something the public can not 
be induced to buy. 
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EWSPAPER 
AND 
ADVERTISING 
MEN : 
Send your name on a postal 
to The New York Times for 
a free copy of the Double 
Number (thirty-two pages) 





of the ILLUSTRATED 
WEEKLY MAGAZINE 


accompanying The New York 
Times of Sunday, July 4th, 
with sixteen pages of illustra- 








tions of the Queen’s Jubilee 
procession, .* Mention Printers’ Ink. 


Che Tew Work Cimes 


“ All the News that’s Fit to Print.” 
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WHOLESALE CARRIAGE TRADE 
ADVERTISING. 
By Herbert Longendyke. 
(Of Cortland Wagon Co., Cortland, N. Y.) 

The wholesale carriage trade mav 
be said to do but little advertising. 
That little is placed principally in the 
trade papers. Two or three concerns 
have space in the magazines, but those 
houses offer their goods direct to the 
consumers. I shall speak in this article 
of the wholesale manufacturers who 
sell to and advertise to the dealers. 

It is always easier to discover faults 
than to correct them. What I shall 
say is not so much captious criticism 
as a pointing out of the reasons why, in 
my opinion, so many of the manufact- 
urers claim that advertising is unprofit- 
able. Few of them have any definite 
plan in their advertising. Still fewer 
utilize their space in a way calculated 
to bring returns. 

A glance through the carriage trade 
papers discloses for the most part a 
succession of colorless, meaningless 
advertisements which can hardiy be 
called anything but business cards. If 
the trade paper is performing its proper 
function it will be continually seeking 
out the new dealers, and by keeping 
its mailing list abreast with all the 
changes, be in a position to introduce 
its advertisers to possible customers 
who would not be reached by the 
manufacturers, by mail or by a traveling 
representative. It’s a mistake to sup- 
pose that travelers see or can see all 
the trade worth seeing. I know from 
experience that they see a very small 
portior. of the total number of possible 
customers. I know, too, that not one 
manufacturer in a hundred devotes 
any time to making, and keeping up 
to date, a list of possible customers in 
the territory he seeks to cover. In 
the section of country embraced in the 
States east of the Mississippi river, ex- 
clusive of Wisconsin, Michigan, IIli- 
nois, Indiana and Ohio, there are over 
10,000 men who handle carriages 
either exclusively or as a side line—men 
whose rating is such as to make them 
desirable customers. I venture the 
assertion that the manufacturers located 
in above named territory do not have, 
on an average, more than 300 active ac- 
counts on their books. Three hun- 
dred out of 10,000 possible custom- 
ers! Isthere not a field for advertis- 


ing? Even if a trade journal reached 
every one of this 10,000, there is but 
little about the advertisements of the 
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various makers to attract attention 
or excite interest or prompt inquiry. 
An advertisement in itself won’t sell 
goods, I wonder why the carriage ad- 
vertisers don’t burnish up their adver- 
tisements and make them bright and 
attractive. I wonder why they don’t 
realize that their advertisements ought 
to be built to bring inquiries. It’s 
easier to perceive the error than to 
understand why it is persisted in. 

For five or six years past I have ar- 
ranged each year with a dozen or so 
dealers in as many parts of the 
country to answer the trade paper ad- 
vertisements and forward me all the 
matter that came in response. About 
one per cent of the advertisers had a 
clear and intelligent idea of how to 
make a customer out of an inquirer. 
Most of them sent a hackneyed, pulse- 
less letter, containing the regulation 
phrases employed by business con- 
cerns, quoted prices and mailed a cat- 
alogue. There their efforts to make a 
customer ceased. There seemed to be 
no conception of trying to get the in- 
quirer interested, of talking (or writing) 
from the dealer’s view point, of coax- 
ing him along by a continuance of corre- 
spondence, or even by writing him 
something different than other cor- 
cerns write. In short, a majority of 
the advertisers absolutely don’t know 
how (or don’t apply the knowledge if 
they possess it) to interest the inquirer 
to the point of buying. The surpris- 
ing thing is that, practically, the in- 
quiry is never foilowed up either by 
traveler or mail. 

If the manufacturers would see to it 
that their announcements were bright, 
timely and interesting, there would be 
no lack of results in the shape of in- 
quiries, Then if they would follow up 
the inquiries, and have some plan and 
system about their advertising, as they 
do around their factories, there would 
be fewer carriage men complaining that 
advertising dves not pay. 





GOOD! 

Don’t expect your advertising to do it all, 
and don’t expect the first ad you use, or the 
second, to sell you out. Be persistent and 
success will come, not in Alpine torrents, but 
like the growth of the sturdy oak, slowly, 
perhaps, but surely, and like the oak when it 
reaches maturity, it will stand the storms of 
ages.— Business Magazine. 


_— 





TOO AMBITIOUS BY HALF. 
Drummer (to his wife, who has just pre- 
sented him with twins)—My dear, a sample 
would have been sufficient. There is no 
necessity for carrying a stock.—Keystone. 
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The Great 


Pacific Coast. 





THE —westite— 


San 





ae, 


ov Francisco 


CALL 


i Published every morning 
in the year and goes into 


50,000 Homes Daily. 


i The greatest advertising 
medium in the far West. 


CHAS. M. SHORTRIDGE, Editor and Proprietor. 





For information anxd rates address 
D. M. FOLTZ, 34 Park Row, New York. 
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The 
Country 
Weekly 


“The morning papers lay on the seat beside him in 
the elevated train. ¢ was reading with eagerness a 
crumpled little sheet. It was the weekly Paper printed in 
the little town where this prosperous, well-dressed New 
Yorker had been bern and bred. Many a man who has 
carved his fortune in this city hails the little country 
paper every week as a welcome messenger. It tells how 
the crops are flourishing, how the fences are being white- 
washed every spring, and, perhaps, once in a while there 
is a-paragraph about the dear old mother, who has got into 

rint by entertaining the sewing circle. And the prosperous 
ew Yorker reads it entire, while the metropolitan sheets 
lie beside him unheeded.” — New York HERALD. 


The country paper gets a 
leisurely reading that metropoli- 
tan sheets never secure. 

It takes the place of theater, 
musicale, magazine. It is eager- 
ly looked for and carefully read. 
Its.local news makes it welcome 
in every home. The advertiser's 
story gets as much attention as 
its other features, 

Once used, always used. 

Write to us for information 
about our 1,500 Western weekly 
newspapers. 
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Chicago Newspaper Union 


10 Spruce Street, New York. 
87-93 S. Jefferson Street, Chicago. 


Cea ee 





PRINTERS’ INK. 


ADVERTISING A COUNTRY PAPER 


AN UNSUCCESSFUL EXPERIMENT IN AD- 
VERTISING FOR SUBSCRIBERS. 


The country newspaper which under- 
takes to get new subscribers by adver- 
tising finds itself in a peculiar situa- 
tion. Its field is extremely limited, 
being confined to its own town and the 
immediate surrounding country. It 
can not hope to secure much circulation 
in a neighboring town which has a pa- 
per of its own, 
for no matter 
how good a cor- 
respondent it 
has in that 
town, it can not 
hope tocompete 
in the way of 
home news with 
the paper pub- 
lished there. By 
reason of gen- 
eral excellence 
in matters of 
county news, it 
may get a com- 
paratively large 
list of subscrib- 
ers throughout 
the county, 
numbering 
from ten to fifty 
ineach town 
which supports 
papers of its 
own; and it may 
have a few hun- 
dred subscrib- 
ers scattered 
over the country 
at large, who 
consist chiefly 
of persons who 
have moved 
from the local- 
ity where the 
paper is print- 
ed, and who are 
thus interested 
in the affairs of the locality ; but gen- 
erally speaking, more than three-fourths 
of its subscribers are confined to its 
town and the district between it and 
the surrounding towns where papers 
are published. 

It is often said that a paper itself is 
its own best advertisement, and while 
this is more true, perhaps, of a paper 
than of other goods, still a country 
paper, no matter how excellent it may 
be, will not get new subscribers unless 


“If You Don't See 


‘The news of 


Silver, 


Middletown 
each week in 


The 


Ni 


favorite paper—TH 


ONE OF THE A 


It Didn't Happen, 


What’s 
Going On 


in the villages of Eastern Mon- 
mouth County is of interest to 
every resident of those villages. 


town, Fair Haven, Oceanic, Little 
Oceanport, West Long 
Branch, ‘Lincroft, Tinton Fails, 
Scobeyville, Colt’s Neck, Holm- 
del, Marlboro, Keansburg, and 
all the hamlets and villages 


Red Bank 
Register. 


The Register Costs $1.50 per Year. 
Less Than 3 Cents. per Week. 


% Almost all of the people of these vil- 
< lages take THz Reaister. You can get 
their custom by puttin; 
2? ment of what you haye 


It 


others besides its subscribers know of 
its excellence. 

The Red Bank Register has now, 
and has had for years past, a larger 
circulation than any other paper in 
Monmouth County. According tothe 
American Newspaper Directory for 
1896, it had a circulation larger than 
that of any other paper, daily or week- 
ly, in the Third Congréssional District 
of New Jersey. While this was grati- 
fying, it was not satisfying, and more 
subscribers 
were wanted, 
The Register 
had in the past 
done some ex- 
change adver- 
tising without 
any apparent 
results; and 
some years ago 
I had for two 
successive years 
advertised in 
the Standard, 
the other news- 
paper published 
in Red Bank, 
taking a four- 
inch space, but 
likewise wit h- 
out results, so 
far as could be 
learned. Inthe 
fall of 1895, on 
the advice of 
some advertis- 
ing experts, a 
course of sys- 
tematic adver- 
tising was. de- 
cided on, this 
advertising to 
be done in the 
papers sur- 
rounding my 
field. In order 
to give the plan 
a thorough trial 
it was deter- 
mined to continue the advertising at 
least a year, and longer if it should be 
found profitable. 

Around the borders of the field oc- 
cupied by the Register were thirteen 
newspapers, in towns varying in dis- 
tance from three to fourteen miles. 
Some of these towns had one paper, 
some two papers and some three papers. 
A series of thirteen advertisements 
were written, and the matter was then 
turned over to the George P, Rowell 


It In The Register, 


Shrewsbury, Eaton- 


of 
Township, is toid 


3 an advertise- 
or sale in their 
E REGISTER. 


Aes) 


Seeseoe>" 
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Advertising Co., with instructions to 
cover the Reg ister’s field as thoroughly 
as possible. The Rowell people, act- 
ing under instructions, turned the ad- 
vertisements over to an advertisement 
writer of their own selection to be re- 
vised, rewritten or improved in any 


tisements were prepared, was left to 
the advertising company. 

One of the papers to which the ad- 
vertisements were offered refused to 
publish the advertisements at any price. 
Special position was demanded in each 
case, and one or two papers refused to 


of 
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ls Your ir Name 
On The List 


as a subscriber to the 
best Monmouth County 
en’ It ought to be. 

t will keep you posted 
on all the county news, 
and especi on all the 
happenings of Eastern 
‘Monmouth. If you are 
not a subscriber send 
$1.50 to-day to 


The 
Red. Bank, 
Register.” 


The Register Costs $1.50 a Year. 
Less Than 3 Cents a Week. 
An advertisement in Taz Reowren 
will vell 2,500 people ae EP to 
sell. 





Tow Don't See It In The Register, 
Tt Didn't Happen. 


Women. 


the news, but they care especial- 
ly for the minor happenings— 
the personal items. the church 
notes, the marriages, the births, 
the deaths—and it is the care 
given to this class of news that 


other county papers, 


The 
rRed Bank 
Register. 


The Register Costs $1.50 a Year. 
Less Than 3 Cents a Week. 
“The paper which women read most 
careful-y is the paper in which to adver- 
tise the things which women buy. 


makes women favor, above all © 


Uf You Don't See Tt In The Register, 
It Didn't Happen. 


Bright | 
Young Women 


anic, Fair 
Keansba 
‘Monmouth, 
mouth, Na: 
Atlantic H Highients.s 
whore places. 


Tlie 
Red Bank 
Register. 


The Register Coste $1.50 a Year. 
| Less Than 3 Cents a Week. 


— learn bere tbey cas spent “i 














S 
Ut ¥Oe Don’t See It In The Register, 
It Didn't Happen, 


Tell Your Neighbors, 
Teil Your-Friends, 
Tell Everybody 
To Read 

The 

Red Bank 


Register. 


The Register Costs $1.50 a Year. 
Less Than 3 Cents a Week 


An advertisement in Tae Reosten 
is carried into 2,500 families every week. 
Think of that when you do you: adver- 





If You Don't See It In The Regtetor, 
It Didn't Happen, 


That 
‘New House 


which is going up interests 
every one in its neighborhood. 
Who owns it, who will build 
it, its size, its cost, are mat- 
ters of livelier interest to. you 
and your neighbors* than the 
amount of the Russian debt, or 

sickness of the ruler of Per- 
sia. Notes of new buildings in 


kinds, are found each week on 
page 3 of 


The 
Red Bank 
Register. 


The Regater Costa $1.50 a Year. 
Less Than 3 Cents per Week. 


People who advertise in Tat Rzror- 
san qcen have money encugh vo build 


: 











> 
If You Don't See It In The Register, 3 
Rt Didn't Happen. 


} Red Bank 
Register. 








weve Or 


Politics 


have always been lively in Mon- ¢ 
mouth Covaty. st's the liveliest $ 
county, politically, in the State of § 
New Jersey. It’s a political epun- $ 
ty the year round, and even be- $ 
tween campaigns there is always ¢ 
the liveliest kind of political -hust- 4 
ling. There's lots of fun in poli- 9 
tics if you look at it the right way, $ 
and there's no better way to look 4 
at it than through the columns of 4 


> The 


The Register . «ts $1.59 per Year. 
Less Thin 3 Cents per Week. 


Leerything that men interested to 
politics eat, drink, wear or use can be } 
sola by advertising in Tae Reoistsn. 


ate PourueyTe 








REDUCED REPRODUCTIONS OF SIX OF THE ADS. 


possible way ; but beyond a few trifling 
verbal changes they were left as orig- 
inaily prepared. The advertisements 
were put in type by: Printers Ink Jon- 
son, and were electrotyped, in order to 
insure the best possible appearance 
when published. The whole work, 
after the original drafts of the adver- 


give position and were dropped from 
the list. One or two others demanded 
a price two or three times as large as 
they were charging for other advertise- 
ments of the Rowell concern, and they 
were likewise dropped ; but at the end 
of the negotiations arrangements were 
made for the publication of the adver- 
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tisements in the best paper in each 
town, and in more than one paper in 
some of the towns. 

The advertisements were designed 
wholly to obtain subscriptions. They 
were four inches, single column, and 
had the very best position in the pa- 
pers used. When the series of thir- 
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that it was the first time within his 
knowledge that a systematic effort had 
been made to get subscribers for a 
country paper by advertising in the pa- 
pers surrounding its field, and he be- 
lieved that the experiment would prove 
very profitable. But while the circula- 
tion of the Xegister increased during 





a> Oe 


race 
It Didn't Happen, 


? The Best 
County Paper 
is the paper you ought to 
take after having sub- 
scribed for your best home 
paper. If there is no pa- 
per printed in the town or 
village where you live, then 
the paper you ought to 
take first is the best coun- 
ty paper. That paper is 


The 
Red Bank 
Register. 


The Register Costs $1.50 a Year.. 
Leas Than 3 Cents a Week. 

Don't trust to luck when you do your 

advertising. Use Taz keowrer (2,500 


:Red Bank 
: Register. 


> The Brightest 


If You Don't See It In The Register, 
It Didn't Happen. 


and Best Cou 
Paper on Earth. 


pH od with this reputation 
ween ne eee 


best report of a big accident. $ 
Constant effort to give aif the & 
news and to give it right has § 
gained this reputation for 


The 


The Register Costs $L.50 a Year. 
Less Than 3 Cents a Week. 
paper that gives all the news and 
Po air cghs ton eqheallla Gear to a 
vertiso in. 


% Sells Some 
§ Property, 


§ Register. 


abtina fo ta te 
It Didn't Happen. 


If John Jones 


if John Jones buy some prop- 
erty, if John Jones tranfers some 
property, if Joha Joues builds a 
house, if John Jones. lives in 
Monmouth County and does any- 
thing in the real estate line, it is 
told on the real estate page of 


The 
Red Bank 


This and other good features is 
what makes THe REGISTER so 
desirable 
The Register Costs $1.50 a Year. 
Less than 3 Cents a Week. 


Temember that = ia Tax 





Reorsresr attracts bu: 








If You Don't See It In The Register, 
It Didn't Happen. 
The Social 
Side. 


The social side of life has 
many attractions. Peo- 
ple like to read of balls, 
parties, sociables, festi- 
vals and entertainments 
at which they or their 
friends have been pres- 
ent or have taken part. 
All the news of this char- 
acter will be found in 


The 
Red Bank 
Register. 


‘The Register Costs $1.50 a Year. 
Leas Than 3 Cents a Week. 

A Tae 

read by 2,500 families every week. 




















If You Don't Sce It In The Register, 
It Didn™ Happen. 


Local 
Sports 


are of interest to every one 
inthe county. You are in- 
terested because you know 
the riders in a bicycle race, 
the entries in a bowling 


match, the players in a base- 5 


ball game, or the boats and 
sailorsinaregatta, A page 
is devoted to this class of 
pews in 


The 
Red Bank 
Register. 


The Register Costs $1.50 a Year. 
Less Than 3 Centa a Week. 


abbr 


z Register. 





it have bicycles ing goods 
€ of aaty Kind to wel. an aay vertisement on 
be sporting page 


‘aE Reo: wi'l 
find you ry Tews Teas tenes about. 








i 


Pe ll ile 


If You Don't See It In The Register, % 
dt Didnt Happen. 


Town 


in the Register is a column g 
in which the current topics§ 
of the county are treated 
in a sprightly manner. A§ 
well-known newspaper man 
of national fame said re-9 
cently that the brightest 4 
and best country news-g 
paper on earth was 


The 
Red Bank 





REDUCED REPRODUCTIONS OF SIX OF THE ADS. 


teen advertisements was inserted once 
it was begun over again, and the series 
was run four times to make up the 
year. In this article are reproductions 
of all of the advertisements. 

Mr. E. F. Draper, of the Rowell 
Advertising Company, had personal 
charge of the advertising. He stated 


the year, the increase was not phenom- 
enal, nor was it in excess of the usual 
rate of increase. In fact, the increase 
was less that year than it had been in 
a number of previous years, but this 
was due partly to the hard times, and 
partly, perhaps, to the fact that the 
field of the paper was pretty thor- 
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oughiy occupied before the advertising 
was begun. An effort was made to 
learn, from each new subscriber gained 
during the year, what had led to the 
paper being taken, and in not a single 
case was it learned that it was due to 
the advertising. Moreover, four-fifths 
of the new subscribers of that year 
were wholly within the Register’s own 
territory, and not in the field of the 
other papers, nor even in the border 
land between. The advertisements 
were continued for a year, and then 
discontinued. 

Has a similar experiment been tried 
elsewhere? If so, was it successful or 
unsuccessful? Can any one tell why 
there were no results in my case? 
Was it because the advertisements 
were not good enough? Or not large 
enough? It could not have been in 
the mediums used, for they were the 
only ones which it was possible to use 
to cover the field. Was it the hard 


times? Or was it, after all, only an- 
other illustration of that very general 
belief among country newspaper men 
that advertising a country paper in 
other papers in its locality cannot be 
made a profitable investment ? 

Joun H. Cook. 


caer t 
THE NOSE FOR ADVERTISING. 
By Alan Daly. 


There are different degrees of adver- 
tising ability. Some men in the busi- 
ness know more than others, not be- 
cause they have been longer learning, 
but because they have more aptitude 
for the work. In this respect adver- 
tising-does not differ from any other 
business under the sun. 

Any man who possesses this happy 
faculty would be foolish to go outside 
of the advertising business under any 
inducement. Acvertising is unques- 
tionably his forte, and he can not be 
spared for any other line. There are 
far too few really talented men devot- 
ing their time and abilities to the arts 
of publicity. There are handsome 
livings awaiting those who have that 
rare faculty of just and critical dis- 
cernment of the chances for success or 
failure in advertising. 

The best way to know advertising is 
to know the public. That is half the 
battle, and the best half at that. It is 
the knowledge of human nature that 
makes most business men successful. 
This is a necessary knowledge with 
all successful advertising men, Their 


PRINTERS’ INK. 


ability to read character and suit vari- 
ous tastes in various places at various 
times is summed up in the expression, 
‘* having a nose for advertising.” They 
can ‘‘scent” the opportunity for suc- 
cessful publicity with an almost unerr- 
ing instinct. They know almost at a 
glance whether a medium has a value 
or not. They know what methods to 
pursue, what matter to use in order to 
reach the best results. Instinctively 
they seem to know when it pays to 
save a cent or squander a dollar. At 
times theyare generous toextravagance, 
at others economical to the bounds of 
parsimony. But in each case they are 
usually right, and results justify their 
actions. That is the best criticism of 
their conduct. 

This nose for advertising picks out 
seemingly barren fields and makes 
them fruitful. It makes apparently 
foolish contracts that turn out to be 
wise; follows methods that appear 
ridiculous, -but pan out profitably ; 
uses matter that sounds flat and unin- 
teresting, but which makes an instan- 
taneous and decided hit. It is not 
luck or chance, but innate knowledge, 
a mental foresight, a keen judgment, 
an indefinable instinct that is so seldom 
at fault one believes it to be prophetic. 
Yet it is nothing more than a close 
study of human nature added to a nose 
for advertising. 


SIZE OF PAGES. 

A royal folio has a page 19x12 inches; a 
royal quarto, 124%x10; a royal octavo, 10}¢x- 
6% ; a 12 Mo., 7x4; a 24 MO., 5x2% ; a 32 mo., 
4x24 ; a 48 mo., 34x24 .—Country Editor. 

a 


NEWSPAPER AND MAGAZINE NAMES 
ILLUST RATED. 


“THE BUYER.” 





PRINTERS’ INK. 


ADVERTISING FOR RETAILERS. 


Advertisers every where areinvited to send matter for criticism ; to propound problems and 


to offer suggestions for the promotion of 
booklets, novelties, Tell 


better adv: 
our advertisi: 


ge Send newspaper ads, ci 


logues. roubles— PRINTERS’ INK (Tne 
Little Schoolmaster in the a Advertising) can lighten Sok diced communica- 
NK. 


tions to the Editor of PRINTERS’ 


Here is the greater part of an eight- 
een-inch double-column ad of Reid & 
Conger, of Clinton, Iowa: 





SOME SPECIMEN 


CHICAGO ADVERTISEMENTS 


BEWARE! 
CAUTION TO THE PUBLIC. 
Clipped from last Sunday’s Times-Herald, 


Do not be deceived and led to believe that the 
shoes now being advertised and sold in this city 
for $1.85 per Bi are the same grade and quality 
as the shoes sold at our Stores. 

, 1896, we collected all the mi 
shoes from our fifteen different 
ali the seconds discarded from our 


pe 





. Evidently a few of these 

ve been purchased by a Gieoge el 

ment store and are being used for advertising 

goods bearing our trade-mark and sold 

anywhere for less than $3.50 per pair are seconds 

py - 7 ted or é 4 

Our regular standard line, every pair of which 

is duly inspected and guaranteed by the makers, 
can be purchased —_ at — Stores. 

(Signed) C. BLISS & CO. 
A section cut from Siegel, Cooper & Co.’s 
ad. Same date, 


The Celebrated “‘ REGAL"’ 
MEN'S $3.50 SHOES, $7.85. 


It is the easiest t in the world to advertise 
.00, $5.00, $6.00, yes, $7.00, $8.00, $10.00 shoes for 
1.45 or any other old price, but do 
mf That’s the qu .? Personal 





r no more, no | and yet we say: 
Bhoike at several thousnnd pairs, $1.85. ’ 

This is only one of the many exaggerated 
misstatements you will find in any of the 
“ Big Department” store announcements in 
the Sunday papers, and you will find people 
who still believe that these concerns that are 
paying several hundred thousand dollars 
in rents, other hundreds of thousand dollars 
in untruthful advertising, and still other 
hundreds of thousands in other store ex- 

nses, can sell goods cheaper than the 

ome merchant. It is simply absurd. They 
can not and will not doit. If your home 
merchant would misrepresent values as the 
Chicago fellows doin all their announcements, 
it would not take six months to freeze them 
out of business. 

We never knowingly misrepresent value or 
quality, and if through any error goods are 
not as represented, we are ready at any time 
to make a satisfactory adjustment of the 
complaint. 


Whatever this ad cost Reid & Cong- 
er, it is a costly one. Here they have 





given up 19 of their 36 inches of space — 


to an attack upon a department store 
138 miles away. The remaining 17 
inches contain four bargains offered by 
Reid & Conger. If this firm is as 
anxious to sell goods as it seems to be 
to show its ill-feeling against the de- 
partment stores, it will hereafter de- 
vote its entire space to advertising the 
goods and store of Reid & Conger. 
Whatever may be the personal feelings 
of Messrs. Reid & Conger on depart- 
ment stores or any other question, their 
ads are not the places to show them. 

This holds good no matter what the 
merits of the case to which they give 
so much valuable’ space. Siegel, 
Cooper & Co. may have been guilty of 
misrepresentation, but it isn’t going to 
help Reid & Conger sell a dollar’s 
worth of goods to say so, and to pub- 
lish all the evidence in the matter. As 
a matter of fact, I do not think the 
Regal people make out a very strong 
case. Since they were willing to sell 
inferior and damaged shoes bearing 
their trade-mark to a jobber, they 
should be the last people to complain 
when those shoes were used against 
them. Bearing these facts in mind 
and reading the Siegel, Cooper & Co. 
ad carefully, I do not find any mis- 
statement, although there is a lack of 
frankness. If the facts are as given, 
I do not think that Siegel, Cooper & 
Co. showed good judgment. But that 
is accepting the Regal shoe people’s 
statement as correct. It is possible 
that the latter sold out an accumulated 
stock of their shoes, which contained 
shoes in first-class condition, of their 
regular grade, which would put a dif- 
ferent face on the matter. 

But the fact remains that Reid & 
Conger are not doing themselves any 
good by giving space to all this in their 
ads. 


* 
* 


The Pemberville Zeader, of Ohio, 
prints the ad of Hobart, Bowlus & Co. 
in red in a recent issue of that paper, 
and wants to know what I think of it 
The scheme is, of course, not a new 
one. I am of the impression that it 
seldom, if ever pays for the additional 
expense. Once, as a novelty, it may 
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be effective, but the next time it lacks 
the novelty, and costs the additional 
amount of a complete press run of the 
paper, which is increased as the size 
of the edition is increased. The 
evening edition of the New York /our- 
val prints its late sporting news, about 
half a column, in red. 

The editor of the Zeader wants to 
know what I think of his paper, but 
the copy he says he mailed has not 
reached me. 

* # ¢ 
* 

Any publisher who wishes to go into 
the hair restorer business should send 
me his address. I will mail him a 
novel proposition which I have received 
from the office of Charles A. Drefs, 
manufacturer of Drefs’ Hair Restorer, 
of 280 Broadway, Buffalo, N.Y. This 
is the opening of Mr. Drefs’ circular : 





To the Advertising M anager 


WILL ALLOW YOU TO DISPOSE OF THESE 
GOODS WITHOUT RESTRICTION. 


Take Advantage of This Proposition, and Be 
the First to Advertise This Preparation 
in Your City. 


Dear Srtr—I have during the past three 
months contracted with about fifty of the 


most prominent newspapers, periodicals, etc., 
for advertising space as per proposition 
printed below. You have no doubt seen the 
ad in some of your exchanges. Send on 
your contract for three months, six months 
or one year’s advertising space. The first 
instalment of the Hair Restorer will be 
shipped when contract is received, and the 
remainder of instalments at intervals of sixty 
or ninety days. 

As it is evident that the baldest 
backwoods editor who can be induced 
to accept this proposition can not possi- 
bly use three or four hundred bottles 
himself, the circular generously states 
that he will be allowed to make any 
disposition of the hair restorer that he 
wishes. He can give away a bottle 
to every new subscriber, or he can re- 
tail it from the business office, or he 
can sell it at wholesale rates to his 
local druggists. In other words, the 
newspaper publisher will act as jobber 
for Mr. Drefs free of charge, and if he 
manages to sell the entire stock of hair 
restorer he wiil simply be paid for his 
advertising, and if he does not he will 
be paid for nothing. 

The language of the ad which az- 
companies this nervy offer is written 
in a vivid and picturesque style. None 
of the testimonials of ‘‘the best peo- 
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ple” are offered in evidence, nor is 
there any promise of bringing them 
forward. 

This is part of the ad: 


THE “BEST PEOPLE” 


in every community testify to Drefs’ Uni- 
versal Hair Restorer as an Invigorator, 
Beautifier and Restorer of the hair. The 
**Best People’’—the people who make the 
backbone of the country; preacher, doctor, 
Mrs. Brown, Mrs. James and Mrs. Smith 
and others of the world’sbest families ; wom- 
en whose honor upholds the home; men 
whose word is sound in council or in busi- 
ness ; whose names are as good signed toa 
testimonial as they are to a ‘‘promise to 
pay.”’ Is there any better testimony? Is 
there any stronger evidence? Would their 
word be worth more if they had been in the 
crowd at the Seeley dinner or the crush at 
the Bradley-Martin ball? They are not 
strangers. They are your neighbors. You 
know them. These are the people who 
write: ‘* There is no hair restorer like Drefs’ 
Universal Hair Restorer. When all hair 
restorers failed my hair was restored, invig- 
orated and beautified by Drefs’ Universal - 
Hair Restorer.’’ Why should not these wit- 
nesses be truthful? You are. 








* 
x 


Another Peoria house whose busi- 
ness announcements are good is the 
H. Thielbar Shoe Co. This firm uses 
a very small space very effectively. It 
advertises just one thing at a time, 
and changes its ads every day. ‘The 
ads are only three inches single, and 
are strikingly displayed. Mr. Thiel- 
bar says these ads pay him, and his 
continued use of newspaper space 
proves that he believes what he says. 

Here are several of the ads: 


$1.00 A PAIR 


For Men’s Congress and Lace Shoes. 
All sizes from6to 10. This offer holds 
good for the balance of the week. Come in 
quick, as they will not last long. 
Tue Bic Vatue Store. 
THE H. THIELBAR SHOE CO., 
12t S. Apams STREEsT. 


TIME IS UP 


For winter shoes of all kinds. Lay 
them aside and greet the approach of spring 
with a new pair of Tan or Ox Blood Shoes. 
We are offering them at prices that will 
make your purse glad. 

Men’s from $2.00 to $5.00. 
Ladies’ from $2.00 to $5.00. 
THE H. THIELBAR SHOE CO., 


12t S. Apams STREET. 











*% 
* 
A half-column ad of Houston & 


Henderson, Boston, sent by James 
Macmahon, is a good ad, which would 
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be greatly improved by setting in the! 
style adopted by Chicago department 
stores. Too many kinds of display 
type and a lack of symmetry spoil the 
appearance of this ad. Nevertheless 
it is fully up to the standard of the 
Boston papers, and infinitely better 
than that of the New York papers. 

# % 

* 

READY-MADE ADS. 


write these ready-made ads. They are 


[I donot 
ta it is 


ken wherever they are found, and ¢ ! 

iven to the author when he is known. Contri- 
Butions of bi tads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—Eb. P. I.) 


For a Credit Store. 


Understand Us. 


Your credit is good. No question of how 
much you want—nor how much you want to 
pay each time—nor when those payments 
shall be made—weekly or monthly—either 
will suit us. 

There’s.as much difference in credit-giving 
as there is in value-giving—and our plan— 
the *‘ Equitable ’—like our qualities—is the 
best. ou can’t help appreciating its ben:- 
fits. There’s no yoke—no burden— no annoy- 
ance—about it. You merely promise to pay 
— keep that promise. Anybody car do 
that. 

It’ll come in handy right now with all the 
buying for spring that you've got to do. 





For a Milliner. 


No 
Summer Dullness 


Here. 


All the brightest of these July days—the 

rfection of loveliness in the one hundred 
Fars in the Millinery Store, received from 
our work-rooms this morning. Eight and 
ten dollar shapes and trimmings (these few) 
for three dollars. Yes, actuad/y $3. And 
some of a kind that early in the season were 
$12 are to be sold this morning for $5. We 
wi:l keep our work-people busy as long as 
you give us back their bare wages and actual 
cost of birds, feathers and ribbons. We arc 
able to get some new shapes and materials 
very much under price at the present time, 
if you care to take them from us as cheaply 
as we can buy them. 








For a Tailor. 


We Can Produce 


a better suit of clothes to-day for a 
given sum than we could four years ago; 
then westarted New Era Tailoring in this city; 
then we showed about twenty styles of suit- 
ings at $20; then we showed only three styles 
at $15; the lowest price then was $r5. hat 
do you find now? At $r5 we makea suit 
good enough for any man; for $10 we pro- 
duce a suit as good as we then did for S 
Whatachange! Just now we’re having one 
of those specials which have helped to make 
this 





For a Dry Goods Store. 


A Silk Offering 
for Monday. 


Our watchfulness has been rewarded again. 
Another half dozen lots of superior Silks are 
ours to distribute at prices that tell of som=- 
body’s loss—and it is the importers’. 

Landed behind time—too late for the 
promised delivery. That will explain the 
great difference between what they are 
worth and what we shall ask you for your 
choice. 

Of the many Silk sales we have had—not 
one has been of more importance than this. 
If you are going to want Silk at all you 
want it now—and you will want just the 





very weaves that comprise this collection. 


For a Clothier. 


It’s a trade saying, that cheviot fits better 
and holds its shape longer than any other 
cloth. 

Certainly none but a black cheviot coat can 
be worn so constantly; or with so many 
different trousers and yet always look well. 

Coats half-lined with silk. 

Complete suits as low as $15. 

Our tan shoes are the sort that make cus- 
tomers ot: * Another pair just like ’em ”’ 

5. 


—$3 and 





For a Alen’s Clothier. 
‘* Actions 
Speak Louder,’’ etc. 


It’s all well enough to say that boys don’t 
know the difference between good clothes and 
bad. Butisit true? Certainly boys know what 
they want. Buy him a hat, suit—anythin 
he doesn't want—see how quickly he’ 
demonstrate that it’s no good—from his 
view-point. Boys want boyish clothes— 
clothes that’il stand the racket and look well, 
too. Our knee suits at $3 are a happy com- 
bination of style and durability, While our 
long suits at $5 are distinctly different from 
what you see elsewhere. Wrong made right 
reliable clothing, and —_ money bac if 
you want it, is everywhere felt in our boys’ 
room, Strictly all-wool knee pants, soc. 
Knee suits, $3 to $10. Long suits, $5 to $20. 

Drop in to-morrow—any day. You won’t 
be importuned to buy. 





For an Optician. 


If you have used youreyes thirty 
years, they are no doube begin- 
ning to show signs of wear. Con- 
sult us about this matter. We 
are prepared to restore your 
sight to a normal condition by 
fitting them with easy wearing 
glasses. B.L. CLARK & CO. 





For a Cigar Store. 
Going Up 
In Smoke. 


That's what you want vour cigars to 
be doing— but be careful what kind of 
smoke it is. 

Here’s the blue-veined, aristccratic 
smoke that you'll enjoy : 
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GREAT MINDS DIFFER. 


Office of 
Hearp Respsss, 
Advertisement Writer. 
CHATTANOOGA, Tenn., June 30, 1897. 
Editor of Printers’ Ink: 

I can not resist the temptation to express 
my admiration of the recent advertisements 
of ** Ripans Tabules.” 

Being-in a similar business, I, of course, 
watch these advertisements, and think the 
method of treating my line of business cer- 
tainly a wise one and bound to redound to 
the advantage of the advertisers. I con- 
gratulate them. REsPEss. 


Office of 
* Tue READING EaGte.” t 
ReapinG, Pa., June 12, 1897. 
Editor of Printers’ Ink: 

Do you consider the ads of Ripans Tabules 
in Printers’ Ink good ones ? 

Taking into consideration the character of 
the circulation of Printers’ Inx, principally 
among newspaper people and other business 
men, I think them very, very poor and liable 
to prove barren of results. 

I do not believe one person in a thousand 
who reads the testimony of the Colorado 
editor will believe it is anything but a manu- 
factured testimonial and the said editor a 


myth. ‘ 

The ad in question does not carry any 
force of truth with it. It is weak, non-con- 
vincing and a very, very poor one to occupy 
a $100 page in your publication. 

An examination of the file of Printers’ 
Ink will show many other RXzfans ads built 
on the same lines. If you wish to use tes- 


timonials why don’t you publish genuine 
ones, with the names and addresses? If you 


haven’t got them, ge¢ them. : 

linclose you a few testimonials concern- 
ing the value of the Zag-e¢ as an advertising 
medium, to show you the kind we use. 
They’re truthful and carry that fact on the 
face of them. They are the only kind we 
ever use. This criticismis made in the kind- 
liest spirit and I hope it will be received in 
that way. aes 4 4 

P. D. Lauman, 
Advertising Department Zag/e, 
Reading, Pa. 

Please let me have your opinion of this 
criticism. P..D. L. 

The above communications show that 
great minds may arrive at different 
conclusions concerning the same thing. 
The president of the Ripans Chemical 
Co. says that the case of the Colorado 
editor, illustrated in his advertisement 
in PRINTERS’ INK, was a genuine one, 
and that he used it for a year in his 
advertisements, giving name and ad- 
dress. He further says that all the il- 
lustrated testimonials appearing in his 
advertisements are genuine ones that 
have formerly been vsed by him with 
names, dates, places of residences, etc., 
but that he finds the illustrated form 
much more effective, and that with the 
same amount.of advertising his sales 
this year are more than three times 
as much as they were in 1896, when he 
gave the actual names, places of resi- 


dence and dates in his testimonials. 
He further says that, although he 
would not expect much resuit !rom a 
paper like PRINTERS’ INK, yct, as a 
matter of fact, he is able to trace more 
orders to PRINTERS’ INK than to any 
other paper of a similar or even double 
the circulation of PrinreRs’ INK. 
Why this is, he does not know. It is 
a result as unexpected as surprising. 
The testimonials sent by the Read- 
ing Lag’ man concerning the Read- 
ing Eagle are very good. The little 
pamphlet containing them is very good, 
and the whole illustrates the idea 
about advertising usually to be found 
in the mind of a newspaper man, viz.: 
Prepare your advertisement, print it in 
a circular, and give it to somebody. 
The newspaper man who believes in 
printing his advertisement in a news- 
paper is very rare indced. PRINTERS’ 
INK hopes, however, that the time may 
come when Mr. Lauraan’s effective 
and interesting anno:incements will 
reach the eyes of all American adver- 
tisers by appearing ia the pages which. 
they all scan with care—the pages of 
PRINTERS’ INK, the Little School- 
master in the art of advertising. 


jet <o ae 
MADE FO. THE MASSES, 

It is only within a comparatively few years 
that practically all our people read newspa- 
pers. But a decade or so ago it was consid- 
ered a luxury not to be indulged to subscribe 
for a daily paper, except in cities and large 
towns. Newspapers were then for the classes, 
and the classes that habitually read daily 

rints were people chiefly interested in the 
arge affairs of life—in the dignified, the 
cultured, the moral and the esthetic side of 
life. It was then not only easy for the news- 
papers to observe all the proprieties and ex- 
clude everything that savored of sensation, 
but it was necessary for them to do so. It is 
different now. Newspapers have spread over 
the whole world. Everybody reads them. 
Where one copy was sold a quarter of a 
century ago, thousands now go out among 
the people. No one is too poor, none live 
too remote, to *‘ take in”? a-daily newspaper. 
They will now be made for the masses in- 
stead of for the classes, and in their make- 
up they must be made as the masses want 
them.—Se//-Culture, Chicago. 


; or 
THE LOCAL FIELD. 

The country weekly is blessed by having 
a mission which is all its own, but it is also 
too frequently the reverse of blessed by the 
foolish and misguided am'ition of its pro- 
prietor-editor, who ignores that mission in 
the effort to imitate the tone and style of the 
metropolitan press. The main stay and prop 
of the country weekly is the local field.— 
Inland Printer, Chicago. 


o> 
UNLESS INTELLIGENTLY CULTIVATED. 
It is just as easy to buy an acre of space as 
it is to buy an acre of prairie land, but 
neither will yield a harvest unless it is intel- 
ligently cultivated.—Mail and Express. 
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CERES SESS ESE SE. 


Size IS DISTANT 
eee oe+--- Butte, Mont, 
882 miles from........seeeeeeeeeees+-Helena, Mont, 


883 miles frOM........+-eereseeee 

372 miles from.........s+00+..-.--Anaconda, Mont, 
428 miles [TOM......ceeeeeseeeeseeess Seattle, Wash. 
398 miles from......seseeeeeeeeeess ucoma, Wash, 
450 miles fromM......eseseeeseeeeeee+--Portiand, Or. 


THE EXCLUSIVE FIELD OF THE 


Spokane - 
Spokesman- 
Review 


i Extends Over TWO HUNDRED miles 
ws in every direction. Qver fifty towns 
wy depend solely on The Spokesman- 


Wy Review for their daily news. 
<i 4 
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The advertising manager of one of the most successful New 
York dailies relates his own experience with Ripans Tabules as 
follows: “I had for some time a trouble with my heart, a sort 
of palpitation or fluttering that was very annoying. It would 
occasionally produce a choking sensation that would make me 
take a long breath. It was very unpleasant and rather painful, 
too. It was not until Ihad suffered for a considerable time that 
I resorted to Ripans Tabules. Their effect was not immediate 
but gradual. Within a week, however, the fluttering had 
ceased and I found my health again at its normal point. I 
took one Tabule after each meal and one before going to bed. 
I am not taking them now, for I have no present need of them. 
The nicest thing about the Tabules is that their action is so 
mild and pleasant, entirely without any of the disagreeable 
features associated with so many medicines. The need of them 
is rarely more than temporary and good results are often 
brought about by even a single one.” 


A new style packet containing TEN RIPANS TABULES in a paper carton (without glass) is 
now for sale at some drug stores—ForR FIVE CENTS. This low-priced sort is intended for 
the poor and the economical. One dozen of the five-cent cartons (120 tabules) can be had 
by mail by sending forty-eight cents to the Ripans CuyemicaL Company, No. ro Spruce 
Street, New York—or a single carton (TEN TABULES) wiil be sent for five cents. 
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NOTES. 


Mr. Gro. W. Miter is proprietor of the 
Baltimore American Advertising Bureau. 

Lorp & Tuomas, of Chicago, issue their 
calendar in July, when there are no other 
, Rew ones about to distract attention. 

Tue Elmira (N. Y.) Evening News sa 
that it is the only daily paper in the wor d 
published at $x a year, by mail postage paid. 

Tue July issue of the Buyer (N. Y.) con- 
tains an extended history of the house of 
R. H. Macy & Co., including sketches of 
Nathan and POscar S. Strauss. 

THe Bookseller, Newsdealer and Sta- 
tioner (N. Y.), of July 1, contains what pur- 
ports to be a complete list of educational 
publications issued within a year. 

A carp which ought to be displayed on 
every business man’s desk reads in this wise: 
“Yes, sir, your view on the gold and silver 
question is the correct one. t’s talk busi- 
ness.””— St. Louis Dry Goods Reporter. 

Tue Boston Herald thinks that a mos- 
quito would make a good advertiser because 
* it is not satisfied with one insertion. A 
friend suggests that it would make a better 
collector, acc it presents its bill before 
doing the job. 

“Tue Home MEcuHanic,” just issued by 
the Excelsior Publishing House at 26 City 
Hall Place, N. Y.,is adapted for agricultural 
sg which make a practice of using books 

or premium purpose. The work contains 
896 pages, bound tn substantial cloth covers. 

Or the four daily papers published in El- 
mira, N. Y., the Advertiser, Gazette and 
News use the same plant. The first and last 
pages of the Gazette and News appear to be 
about the same. The Gazette is issued at 5 
p. m. and the Vews at 2 It is said that 
the same parties control Both the Gazette and 

‘ews. 

Tue steamship Manitou, preparatory to 
beginning her season’s run between Chicago, 
Charlevoix, Harbor Springs and Mackinac 
Island, has been supplied with a fully 
equipped printing office, and every afternoon 
a daily paper will be issued containing tele- 
— news happenings on board, the pas- 
er list and items of general interest. It 
be called the Manitou Light, and will 
be printed on heavy paper to be kept asa 
souvenir of the trip by passengers. It is 
claimed that the Manitou Light will be the 
only daily ae gt printed wholly on shipboard 
in the United States. The telegraphic news 
will be received at the last stopping point 
before the issue.—Fourth Estate. 


fy OE LEE 
NEWSPAPER HOMES. 

The rapid oat and phenomenal success 
of a number of American newspapers has 
caused many of them to invest their surplus 
capital in handsome fire-proof buildings, 
which in most cases are used for general of- 
fice purposes, as well as for the home of the 
newspaper. These huge structures in man 
cases represent the highest skill in the build- 
ers’ art, and are a desirable addition to the 
oa pay ee beauties of the cities in which 

~ > mg located. Among the more prominent 
ese mary | are the New York Herald, 

Times World, Tribune, Mail and Express, 
- Washington Post, Chicago Herald, St. Paul 
Globe, San Francisco Chronicle, Seattle Post- 
Intelligencerand Portland Oregonian.—Sel/- 
Culture, Chicago. 


will 


_Scuoor of invention—a first-class adver. 
tising agency. 


Classified Advertisements. 


Advertisements under this head twolinesor more 
without di y, 25 cents a line. ust be 
hau in one week in advance. 


WANTS. 
Fuss: -CLASS ad solicitor wanted by leading 
California daily. Box 98 Box 982, Los Angeles. 


W 482 ANTED_ Article not on 3 not on market, suitable for 
oF recipe. ADAM HEIMBERGER, 
New Moanye 


wx ANTED Prints to io, try ou 
$1; 2 cols. UCHER ENGRAV- 
ING CO., Golatabuer © 2 


ee printing from the class oe 
poo le willing to py for the best. WM 
JOHNSTON, 10 Spruce St. 


EA-SHORE cot and lot; artesian water 
= Seon ~~ or country” zy paper, M Maine or 


“C.F. ters’ Ink. 
895, 00; 


a be paid for paid for a design fora cote 

3 Bearbo — Bt. Uhinago the eo? 
COMPANY, 352 rite 
for full particula 


IRCULATION yee wanted o high- 

/ Class daily. A man with ideas oa ability to 
carry them out. 5 eres siving re era N ae 
— particulars, * D. A. J.,’ . Box 67: 
y: 


y 7 ANTEKD—Advertisers to know that the Nrws, 

Sunday and Weekly, has been in existence 
for 15 years. Sunday, 2 cents a copy ; weekly, 50 

centsa year. Reaches homes. Rates 20c. inch. 
Write C. M. SHAFFER & CO., Youngstown, O. 


w4s ANTED—A business manager for a prosper- 

us daily paper in ww Re uis, the proprie- 
tors of’ which are absent. “ideal opportunity 
for an honest, able, na LD and oronghly 
trustworthy man. None others need apply. Ap- 
ye with references and record of 
work done, should be addressed to 

* 2 MERRI L, The World, New York. 


—_ +o+ 
ADVERTISING AGENCIES. 


F By! hg A Lg any! the GRO. P. one here 
write to P. ROWELL 
ADVERT sino CO., rk. 


10 tnd St., New Yo 


os 
SPECIAL AGENTS. 


H D. LA COSTE, . Special Newspa: Repre- 

« sentative, 38 Park Row, New orks; is of 
value to first-class daily newspapers that want 
more advertising 


>: 


STEREOTYPING MACHINERY. 


OTTER JOB STEREOTYPING OUTFIT saves 
big ymoney. pays for itself in days. Every 
big printi ice should have one. Bouklet free. 

B. F. CURTIS, 150 Worth St., New York. 





ADVERTISING NOVELTIES. 
ee the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


MACHINE! CHINERY. 
NSTANTANEOUS power for printing presses. 
A guaranteed xhp. a “yr 47 bs 900. 
Costs ic. an hour sizes u 
A. STAINFORTH, ° Derby 8 St., Waltham, Mines, 
~~ 
MISCELLANEOUS. 
boy can make mone: 
"Disiena koot Beer. 
A This is 


MEDI CINE CO., Shemeld. 


~~o 
BOOKS. 
‘(HE HOME BCR ANIO AND 
SELF INSTR ining 8 ewes 
for r pre. 
mium pu rpoee. Send for Tar proot of ot nage et 


and terms. 
Place, New Y 


retailing 

e pro made, no 

no “fake” or you 
’ Ink. DIXIAN 
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MAILING MAC ~e 


"| HE Matchless Mail By 


REV. ALEXANDER Dick Meridian, N. Y. 


—— +e 
ILLUSTRATORS AND ILLUSTRATIONS. 


| ee & CO., Wood Engravers, 10Spruce 
° New York. Seevies good and prompt. 





ELECTROTYPES. 


GETTING advertisements to make them stand 
‘ out and furnishing one or more electrotypes 
of same is a line in which I am unapproached wd 
e, es each mont 
les of my work. Letme 
set your next adv., whether it be for aninch or a 
ge. I can suit you. WM. JCHNSTON, Mgr. 
Printe: rs’ Ink Press, 10 Spruce St., N. ¥. City. 


SUPPLIES. 


V AN BIBBER’S 
Printers’ Rollers, 


INC for etchin: ppRUC CE & COOK, 190 Water 
or! 


f4 Street, New 
“ee PAPER is printed with ink manufact- 

a by the W. D. WILSON PRINTING INK 
CO., Ltd, 10 Spruce St., New York. Special prices 
to cash buyers. 


FOR SALE. 


Fe SALE—Half interest in best newspaper in 
Northern Iil.; old paper ; new irr big job 
office ; appointed. to office ; must sell ; $2,500 cash. 
“3.7 » ‘Modern Wi man, Sycamore, 
rors SALE—Plant and outfit of Kast Mississippi 
ibune. Invoices over $4,000 ; sell for about 
one-third first cost. Large ‘Camp! a1] 


hand press, two job presses, etc. 
Address k. $. HAYNIE, P. O. Box 110, Macon, 


power or 


PRINTERS, 


Ts LOTUS i= SS, artistic eumenns 140 W. 
23d St., N. Y. City. Send for our booklet. 


*‘ROW-WHEATLEY CATALOGUE COMBINA- 
TION. Home _, punting, New York. (Fac- 
tory, 201-213 East 12th St.) 


W E do neat, » plain, agate ne. o> = 


logues, 

cards, etc., executed in the finest style. When 
you want a good job—one that you PRINTERS! 
to look at —come to us. 


and 
INK PRESS, 10 Spruce St., New Yor! 


ADVERTISING MEDIA. 
Hy Abowane DEALERS’ MAGAZINE. 
_ 271 Broadway, New York. 
40) WORDS, 5 times, 25 cta — 
Brockton, Mass. Circulation 
A DYERTISERS" GUIDE, New ‘ieniad N. J. 6¢. 
4° line. Cire’n 3,000, Close 24th. Sampie f ree. 


G RAND RAPIDS DEMOCRAT, jonding pe 
3 Mich. outside Detroit. LA COSTE, New 4 


7 HEELING NEWS is credited with a Satieien 
circulation than any other West Va. daily. 
NY rson advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 
I ARG ne —— of any daily newspaper 
4 in Will e GAZETTE and BULLETIN ; 
6,000 D., 000 We “tr COSTE. New York. 


DArzor (Ohio) MORNING TIMES and EVENING 
NEws, 14 pli Sere: a“ want” for prop- 
erly advertised goods. LA COSTE, New York. 
[TH PIQUA CALL “ ee ” advertisers who 
want resul than all other 


its. Larger c 
Piqua dailies combined. a oo STE, New York. 
Ohio 
n Mon 


@ TIMES 
14,000 daily. LA COSTE, N.Y. 
ys 


FAK 
. 





EADING 
L outside Gincianatiy, Da 
and EVENING NEWS, 14,000 


TE ban my? amy N hasa pi paid dai 
r than that of all UX, o 

dailies mbined, It is by the 

in and oronna Ibany. That’s w 

desirable advertising medium. JO 

RELL, editor and proprietor, Albany, 


23 
ADVERTISEMENT CONSTRUCTORS. 
66 4 SK LEWIS ABOUT IT.” 


CMSBENCE F. CHATFIELD, 179 Front S8t., 
4 Owego, Tioga Co., N.Y. . ¥. 


EEE Sraeeyt + waearcar. 
E. 


A. WHEATLEY, Specia Specialist in Advertising, 
, 257 Broadway, New York. 
G ILLAM & SHAUGHNESSY, sgverinam, 623 & 
3% 6624 Temple Court, New York. Write 
CIX ads sand six cuts for ponetiers, 98. | naa 
order. C.J. ZINGG, NGG, Farmington, 


L. CURRAN, a2. Tllustrations, Booklets, 
. Pac 150 Nassau 8t., New York. 


Kk. ELMO LEWIS, THE ADVERTIS- 
ERs AGENCY, Penn Mutual Bidg., Phila. 


€¢€ ASK [ewes ABOUT IT” when your ads ni 
ad: ctor. by Ohlletcioh r AGENCY, 
923-925 927 Chestnut St., 8t., Philadel 


r ingr * ay writer “of exclu: exclusively medica] and 
+ | advertisin; Advice or samples free. 

ULYSSR G. MANNING, South Bend, Ind. 
with an _ad in them—they are 
"THE Sg tha ge ad AGENCY, 
, Detroit. Send for prices 


ICTURES. 
Brill’s. 
Philadelphia, Buff: 
and samples. 


AM the borders and type used in PRINTERS’ 

INK are at the di: of i - who have 
their advertisements put in ¢ by me. WM. 
ie we _— rs’ Ink ress, 10 Spruce 
St., New York 


I COMPILE ooememnion! telegraphic codes, ac- 
cording to Raga onal cable rules. From 
= th words. Charges 

wiz —~——*4 ‘though n not cheap. CHAS’ J. J. 
ZINGG, Farmington, 


XXXXXXXXX} XXXXXXXXXXXXXXX 
EXPERIMENTS ARE CUSTLY. 


any business men would be willing to : 
= money into adverti-ing their 4 
C ness if only had some effect 
plan to work upon—one ‘that ve 84 
son? ble promise of success. ey don’t 
know just how, when and where ig be- 
gin, and they don’t was | to oo ery 

money awa 
c dimicutt uit problem. Pil he wet 

solve 

charge if. if Se will write me i 4-5 
his business. I'll send my little book 


let along, too. 

pote. ‘ ions about advertis- 
ng. WOLSTAN DIXEY, Writer of Ad- 
vertising, 150 Nassau St., New York. 


XXXXXXXXXXXX X XXXXXXXKXXXXX 
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;» Ht WEATHER PRICES. 


For yuting 0) a " or 2%-page booklet on ree ry 
other than retai ive regularly charge at lk 

For mak six fine wash drawings and bait 
tone nu plases same for the inside of klet, our 

ice is 

For 1. . 5 an artistic two-color design 4 
ae. plates of it, we charge $25. 

These prices are for first-class work—work that 
is away above the average—work that will be a 
credit to the man who sends it out and to the 
eoods it pes cn 

t = h ‘a booklet 4 da Aa}. 4 aw st, 
order for such a u uly or 
bs Ge the wri ilustrating erating 

ine drawings e 

oi” of wash drawings, we we > will do tae nook for 


We will not fill sare at the above reduced 
of this fine class of 
we do is surpassed 


moses rat HELM, Setters ant Illustrators of 
Advertising, Design: and | tt. for Ad- 
vertisers, 111 Nasesu St, New York. 
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A JOURNAL FOR ADVERTISERS. 


av every Wednesday. Ten cents a copy. 
Subscription price. five dollarsa year, in advance. 
Six dollars a hundred. No back nunibers. 
For ten dollars, pai 
be given, covering a pai 
date to (Jan 1st, 1901) the end of the century. 
wo from plates, it is always 
possible to issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 
ao rs to subscribe for PRINT- 
tas’ Inx for the benefit of advg. ms may, 
on ication, obtain confidential . 
any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 


bscribed in hisname, Eve: is sto) 
at the expiration of the time paid for. oped 
Oscar Herzperc, Managing Editor. 


Prtsr Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon Acent, F. W. Sgars, 108 Fleet St. 


NEW YORK, JULY 14, 1897. 


vance, a recei| 
id subscription from 











ADVERTISING without system is like 
trying to manage an army without 
discipline. 

IN your ad say what you have to say 
in a catchy and attractive way, and 
keep saying it. 


ADVERTISE only that which has 
merit. Nothing else can have a per- 
manent success. 


ADVERTISE first to make people buy 
your product; then to make them 
continue buying it. 

IT is as important to know what to 
keep out of an advertisement as to 
know what to put in. 


THE great art in writing advertise- 
ments is to make plain and prosy facts 
so inviting that they attract attention. 


DoGMATISM and prejudice have no 
place in the mind of him who is study- 
ing advertising to the best advantage. 
No method is bad under all circum- 
stances , none good under all condi- 
tions. 


PEOPLE who wish to see a curiosity 
that enjoys second-class privileges 
should send for a copy of the Daily 
Register, issued at Columbus, Cherokee 
County, Kansas. [t is printed on a 
duplicating machine, and is a record 
gotten out by a resident attorney of 
deeds, conveyances, etc., in the office 
of the Register of Deeds. It costs 
$1.25 a month, and is about the most 
serious sort of reading that can well be 


imagined. 


=f 


PRINTERS’ INK. 


THatT ‘‘variety is the spice of life” 
is as true of advertising as of anything 


IN this issue of PRINTERS’ INK the 
proprietor of the Red Bank (N. J.) 
Register gives the details of an unsuc- 
cessful experiment in advertising for 
subscribers. About $250 was spent 
in advertising the Register within its 
own and surrounding territory, and the 
effect was not appreciable. There is 
little doubt, however, that the Register 
is a more valuable property to-day on 
account of this advertising than it 
would have been without it. The 
best results of advertising are not al- 
ways direct ones: frequently they con- 
sist in the impression on the public 
mind of the stability and worth of the 
article advertised. In the case of the 
Register, the advertising has probably 
had such an effect, and will be heard 
from in the future without the cause 
being recognized. -The interesting 
question remains, however: Will it 
be heard from to an extent sufficient 
to repay the $250 and a profit thereon? 
Who can say? 


BRILL BROTHERS, the New York 
outfitters, had in their employment a 
clerk named Schreiber. Recently Mr. 
Schreiber associated himself with an- 
other firm in the same line of business 
and in his announcements used the 
name of Briil Brothers as his former 
connection. In doing so he imitated 
a peculiar script lettering which had 
been adopted by Brill Brothers in their 
own advertisements. The latter brought 
an action in the Supreme Court to re- 
strain the use of their names in this 
connection, which was argued before 
Judge Beekman, who on July 1st hand- 
ed down a decision in favor of the 
plaintiffs, in which he said+ 

I think that it is plain that the use by the 
dsfendant of the words “ Brill Bros.” in 
script, whether in bad faith or not, is calcu- 
lated to injure the plaintiffs, as this manner 
of advertising their firm name is extensively 
used by the latter, has come to be generally 
recognized by the public as distinctive of 
their business, and, when seen in this form 
upon the sign of the defendant by the passer- 
by, might well be the single feature which 
would make an impression upon his mind 
and exclude conscious observation of the 
other words. I am, therefore, disposed to 
enjoin the use of these words in the form in 
which they now appear in script, or in any 
other form resembling such script. Beyond 
this I am not inclined to go on this motion. 
The name of the defendant is so prominently 
displayed, with the statement that he was 
formerly with Brill Bros., that, with the ex- 
ception mentioned, it is difficult to perceive 
how a casual observer could be misled. 
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PUZZLING THE SCHOOLMASTER. 


July 1, 1897. 
Editor of Prixters’ Ink: 

Your publication is very interesting. In 
looking it over this morning, the thought 
occurred to me that you might be able to an- 
swer a question which has debated in 
this office for some time. A 

We manufacture a sheep dip which we are 
advertising in the agricultural press. We 
appreciate that advertising is cumulative 
and that a proprietary article in being adver- 
tised should gain for itself a reputation which 
should result in business being obtained for 
it after advertising has stopped for the sea- 
son. Now what proportion of an appropria- 
tion for, say, 1897 should be charged up to 
the running expenses of this year? Is it 
proper to charge the entire appropriation to 
current expenses, or should part of it be car- 
ried along as capital and plant, and, if so, 
what is c:stomary? Wecertainly would be 
obliged to you for information on this sub- 
ject. Ihave in mind a certain publication 
in which we advertised two years ago. This 
advertising was done in the fall and we were 
so disappointed in the results obtained from 
that paper that we did not continue it on 
our list the next year. This advertising was 
** keyed’? and much to our surprise during 
the following season, during which time our 
2d did not appear in that paper, we received 
orders for about eight times the amount of 
our expenditure, all of which came addressed 
to the key number given in the paper re- 
ferred to. It is needless to say that we im- 
mediately resumed advertising in that publi- 
cation. Yours very sincerely, 

Tue ZENNER-RayMonpD DisinFECTANT Co. 
A. H. Zenner, Gen'l Mgr. 


Owners of proprietary medicines 
that are introduced throughout the 
country, State by State or section by 
section, generally maintain that it 
takes as much as five years Lefore the 
sale of the goods is likely to be suff- 
cient to repay the cost of the advertis- 


ing. It would appear from this esti- 
mate that practically all of the first 
year’s outlay, three-quarters of. that of 
the second year, one-half of that of 
the third year and one-fourth of the 
outlay for the fourth year should be 
charged to investment account. If the 
article advertised is destined to suc- 
ceed, then the investment will bea fine 
one, indeed, and every thousand dol- 
lars charged to investment may prove 
to be worth ten times as much. There 
are cases, however, on the other hand, 
where, although the advertising out- 
lay is properly charged to investment 
account, the investment eventually 
proves to be somewhat of the Kansas- 
Nebraska mortgage sort, good for 
something, perhaps, but not worth 
what it cost.—[Ed. P. I. 
o> — 

THE good advertisement does not 
sacrifice sense to attraction ; it makes 
good sense attractive. 


INK. 
J. K. L. NEWSPAPERDOM, 


SUBURBAN PRESS ASSOCIATION, 
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The Suburban Press Association held a 
largely attended oy at the Crawford 
ouse, Boston, Mass., entay, June 2st. 
The guests of the day were W. H. Page, 
editor of the Atlantic Monthly, and G. H. 


yman. 

The following report of the committee ap- 

inted to consider the system of rating used 

y Geo. P. Rowell & Co. was adopted by 
a rising vote: 

“* Your committee, to whom several months 
ago was referred the matter of inaccuracies 
concerning the circulation and standing of 
New England newspapers as set forth in the 
American Newspaper Directory, published 
by George P, Rowell & Co., would respect- 
fully report that, in their judgment, the di- 
rectory alluded to is so manifestly unjust, 
unfair and inaccurate in said showings, that 
it should merit the contempt of the associa- 
tion, and be ignored in every instance by its 
members and newspaper men generally.”’— 
Newspaperdom, July 1, 1897. 

The Suburban Press Association, of 
Boston, is the same that afew years 
ago passed resolutions restricting the 
rights of advertisers to change their 
copy more than once a quarter. It is 
made up of publishers of papers such 
as are classed with J. K. L. circula- 
tions in the American Newspaper Di- 
rectory. 

Newspaperdom, the champion of 
that excellent class of newspapers 
that print ‘‘about a thousand’’ com- 
ments on the above resolution as 
follows : 

The action:of the Suburban Press Associa- 
tion, at its recent Boston meeting, condemn- 
ing the methods used in the rating of circu- 
lation inthe American Newspaper Directory, 
voices a protest against an abuse long en- 
dured. The trouble with Mr. Rowell’s 
newspaper directory is, that in its compila- 
tion the editor assumes the correctness of 
the principle so often laid down in PrintTeRs’ 
Ink, that all publishers are liars, and that 
some are better and more successful liars 
than others. 

PRINTERS’ INK has never laid down 
any such principle. Still it is true 
that ‘‘some publishers are better and 
more successful, etc.,” and it would 
appear that brother Patteson of Vews- 
paperdom is a case in point. 

That this thought is uppermost in the mind 
of the editor of the Directory is certain, from 
the frequency with which Printers’ Ink 
affirms its belief in this theory of the innate 
untruthfulness of publishers. 

The columns of PRINTERS’ INK may 
be searched and no such affirmation 
will be found. Mewspaperdom pro- 
ceeds to assert concerning the Ameri- 
can Newspaper Directory : 

_ Unless a publisher files a statement of his 


circulation covering every issue for a cer- 
tain period, his paper is rated as suits the 
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editor of the Directory. The cases where 
the editor’s guess has approached the tryth 
may be counted on the fingers of one hand. 


Yhen the organ of the J. K. L. pa- 
pers proceeds to assert : 


Ayer’s Newspaper Annual is a better au- 
thority than the American Newspaper Di- 
rectory ; yet N. W Ayer & Son will print a 
publisher’s plain stat t of circulation as 
cheerfully as his sworn or detailed state- 
ment. It is only in cases where a publisher 
fails to file a statement of any sort that the 
editor prints his estimate. 


A great many circulation reports, the 
editor of the Directory informs us, are 
made with pencil and unsigned. He 
thinks a true statement to be relied on 
should be written with a pen and bear 
a signature and a date. 


That the Rowell plan is unjust is shown by 
a communication recently printed in Vews- 
nen, in which a Boston publisher told 

ow he was obliged to buy an advertisement 
in the American Newspaper Directory in or- 
der to refute the Directory’s statement of his 
circulation, and this after furnishing the ed- 
itor of the Directory with proof of his claim. 


The editor of the Directory says 
that the case referred to is the one 


dealt with below: 
[/ rom Newspaperdom for Fune 10, 1897.) 

A WRONG DIRECTORY RATING. 
To the Editor of Newspaperdom: 

The American Newspaper Directory, just 
issued, contains the following somewhat un- 
usual advertisement: 

In the catalogue of newspapers by States 
appears the New England /armer, with 
other papers, its circulation rating being ma- 
terially reduced. Underneath in the matter 
paid for by the publisher is the following: 

The above statement is not only mislead. 
ing but unjust. The publishersof the New 
England Farmer have furnished the publish- 
ers of this Directory with proof that the cir- 
culation of the Farmer has increased durin 
the past two years. In spite of that proo 
the publishers of the Directory insist on giv- 
ing the Farmer a redu rating. 

The above case of injustice on the part of 
the American Newspaper Directory— where 
proof was furnished—seems to call for notice. 

Geo. M. WHITAKER, 





Manager Whitaker Pub. Co., Boston. 
[Mr. Whitaker’s cope that the American 


Newspaper Directory obliged him to pay for 
an advertisement in order that he might re- 
fute the Directory’s rating, after the editor 
of the Directory had been furnished with 
proof to sustain his circulation claim, is a 
serious one. The editor of the Directory 
will doubtless claim that because Mr. Whit- 
aker did not file a circulation statement on 
the prescribed blank he is entitled only to a 
rating estimated by the editor. But if Mr. 
Whitaker’s claim that he furnished proof that 
the circulation of the Farmer had increased 
is true, then the editor of the American 
Newspaper Directory will have to explain its 
new methods to the publishers of the coun- 
try.—Editor Newspaperdom.] 


The fact in the case is that the Vew 
England Farmer did not furnish any 
proof as advertised. What it did do 


PRINTERS’ INK 


was to send a printed circular, of 
which a reduced fac-simile is here 
shown : 


THE NEW ENGLAND FARMER, 


The Great New England Agricultural Paper. 





A STEAQY INCREASE IN CIRCULATION, 
FOR THE PasT TEN YEARS 


Read the following letter from the Printing Estab- 
lishment which has done the preas-work of the New 
England Farmer for many years: 

George M. Whitaker, Esq. ‘M'g’r, 
20 Devonshire Street. 

Dear Sir:— We congratulate you upon the 
steady growth of your paper under your manage- 
ment .during the past ten years, and eepecially upon 
the increase in circulation during the last two years 
of general depression in business. 

We shall expect to print more papers every yéar. 


Yours very truly, 


THOS. J. M SMITH & CO, 
Printers. 





It will be observed that the alleged 
‘*proof”’ bears no signature or date, 
and the most remarkable fact it con- 
tains is doubtless to be found in the 
line: 

“The Great New England Agricultural Paper.’ 

The editor of the American News- 
paper Directory says that, in point of 
fact, he takes any publisher’s state- 
ment and always has if he can get it, 
but, in order that the publisher may 
not assert afterwards that he did not 
say so, the editor of the Directory, 
being doubtless a little over particular, 
insists that the publisher shall sign his 
statement and date it. If the pub- 
lisher insists upon swearing to the cor- 
rectness of a circulation statement, the 
editor of the Directory allows him to 
do it, but he generally has his suspi- 
cions aroused by that anxiety on the 
part of the newspaper man. 


aS se RE Bee 
IT MUST BE GOOD, 

What is advertised need not be absolutely 
the best in its class. Few articles offered 
for sale are of such unique and surpassing 
excellence, but it should be genuine value at 
the price asked ; it should be reliable and of 
lasting satisfaction to the buyer.—Harness 
Review, Chicago. 

IS IT TRUE? 

Country local papers do not, as a rule, pay 

in mail order advertisements. This is a fact 


that seems to upset a great many very pretty 
theories.— Our Silent Partner. 





PRINTERS’ INK. 


IN EaU CLAIRE. 
Eau Cuaire, Wis., June 27, 1897. 
Editor of Printers’ INK: 

A window sign in a display of red cotton 
reads: * Fast color, fast seller.” A hand- 
kerchief ad speaks of them as a * full line of 
linen brow-mops.”’ A jeweler’s ad contain- 
ing cut of watch reads: “It was broken! 
(by somebody). It was repaired! (by John 
Hol). It keeps iime! (by gosh).” A win- 
dow display consists of three tiers of wash- 
tubs containing wash goods with a card 
reading: ‘“‘These goods stand the test of 
the wash-tub.” Kepter & Co., dry goods, 
advertise that their “store is the coolest 
place in town, as the trade winds are kept 
constantly circu!ating from aisle to aisle, and 
there is such an air of polite attention.” A 
cigar firm is for a second time giving away a 
bicycle to the holder of the lucky number. 
Different firms are giving an order on a pho- 
tographer for one-half dozen cabinet photo- 
graphs as a remium to draw cash trade. A 
jeweler has had bicycle racks containing his 
ad put in front of the prominent business 
houses. Cc. D. 

—~~or 
1HE FIRST JOURNAL FOR ADVER- 
TISERS. 
Norwicu, N. Y., July 2, 1897. 
Editor of Printers’ Ink: 

The writer of this published in Louisville, 
Ky., in 1873, a weekly paper for advertisers 
called The Advertiser, which he thinks was 
the first paperof this class ever printed. Do 
you know of one that ao ag it? 

Very respectfully yours, 
" ef v. B. LILLaRD, 
Adv. Mgr. Norwich Pharmacal Co. 

So far as we know, the first journal for adver- 
tisers was the Advertisers’ Gazette, published 
by Geo. P. Rowell & Co., the initial number 
of which was issued November, 1866. It was 
a monthly selling at $1 a year, and was later 
succeeded by Printers’ Inx.—[Ed. P. I 


———q+ - > ——__— 
IN Nit W ZEALAND. 
New ZEALAND, June 9, 1897. 
Editor of Printers’ Ink: 
A boctmaker here advertises as ** The Lots 


for Little Boot Store.” A chemist newly 
started offers a photo free on peers of 
one of his (chemist’s) sarsaparilla wrappers. 
J. C. Ayer Co.; Hood, of sarsaparilla fame; 
Cuticura soap, and a few other large advertis- 
ers, use New Zealand papers regularly. 
£0. W. HEAN. 
—————“<1or——__—_ 
A NATURAL MEDIUM. 

The necessity for advertising, which, r»- 
duced to its simplest terms, means making a 
business announcement, was present from 
the earliest times. Pompeii and Herculaneum 
had their advertisements painted on the 
houses, a form of publicity somewhat similar 
to our street sign, which is really the most 
primitive kind of announcement, since it 
influences but the passer-by. The town 
crier was largely utilized in Greece and Rome. 
It was not until the advent of the newspaper, 
however, that the art began to show that 
there existed within it possibilities of growth 
and development. The newspaper furnished 
at once a natural advertising medium—a me- 
dium that could be carried home by the 
reader, and which did effective work because 
it was read at the fireside or in the study, 
instead of being painted on a single house or 
bawled forth indistinctly by a crier.—Oscar 
Herzberg, in Lippincott’s. 
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CURIOUS ADVERTISEMENTS. 
_ Near an English summer resort the follow- 
ing sign was recently exhibited: ‘ Visitors 
are cautioned against bathing within 100 
ards of this spot several persons having 
en drowned here lately by order of the 
authorities.” 

An inscription on a monument ina Scotch 

cemetery reads as follows: 
“Erected By His Spouse 
to the memory of 
Manufacturer of Fireworks. 
‘He has gone to the only place 
Where his own works are excelled.’ ’’ 

This was the singular announcement to be 
seen recently outside a certain suburban 

lace of — “This evening the Rev. 

r. X will preach his farewell sermon, 
and the choir will render a thanksgiving 
specially composed for the occasion.” 

And this awful suggestion appears on the 
bookledges of a eubucban church: “All 
kneelers should be hung up at the end of the 
service!’’ Kneeling mats are undoubtedly 
meant, but the sentence sounds funny. 

The Queen of England once bestowed a 
gratuity on a blind beggar at Windsor, and 
the next day the man appeared on the streets 
with this card on his breast: ‘ Blind from 
inflammation, assisted by Her Majesty the 
Queen.” 

In Dover, Eng., the Bee Hive “ public 
house ’’ was thus advertised: 

* Within this hive 
We're all alive; 
Good liquors make us funny ; 
If you are dry 
Step in and try 
The flavor of our honey.” 


-_ +r 
TO BE REMEMBERED, 

It is not always true that advertising pays. 
If it were we should never hear of failures 
in the publicity business. As a matter of 
fact, faith in the certainty of success in ad- 
vertising has been preached too extensively 
and persistently by those who ought to have 
known better chen to teach new be- 
ginners to be over-sanguine. There are 
so many reasons why advertising ma 
fail-even when well written and well 
placed—that it seems positively criminal on 
the part of so-called experts to openly 
“‘ guarantee success "’ provided the prepara- 
tion of the matter be intrusted to them. 
This is nothing more than a “ bunco”’ game, 
pure and simple. Success in advertising can 
not be guaranteed by anybody, however loud 
or absolute their claims. What advertisin 
can accomplish has been grossly exaggerat 
to the new advertiser, and his notion of its 
possibilities falsely enhanced. Under such 
circumstances, and with such promises, want 
of a big and emphatic success meant, to him, 
complete failure. He was taught to look for 
too much, and when the results fell far short 
of his expectations, he concluded that adver- 
tising did not and would not pay.— National 
Advertiser, New York. 

—oneenclallpaipeeeaeinetion 
A RURAL OBSERVER. 

Sally—How I’d like to be one of them 
great actors or singers ! 

Her Mother—O! I dunno. 
onhealthy business. 

Sally--Why, ma? 

Her Mother—Don’t you allus see their 
names in the papers, tellin’ how they’ve been 
— patent medicines an’ tonics an’ sech?— 

uck. 


It must be an 
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COSTLY NEWSPAPERS. 

For those who wish to learn of the happen- 
ings of the world, the newspapers of the 
present day are worth many times as much 
to the reader as they were forty years ago. 
Yet in spite of their increase in size and cost- 
liness of news given, they are sold for a sum 
that would have been impossible then. In 
war times the great dailies were mainly four 
or six-page papers and sold at from 3 to 5 
cents. Now they run from eight to sixteen 
pages, and while 2 cents is the standard 
price, very many sell for 1. 

But there are still certain great newspapers 
in the world that have never lowered their 
prices. Chief of these is the London 7imes, 
the most influential daily paper in the world, 
whose subscription price is $8 a year, single 
copies selling for 6 cents. In Paris the ven- 
erable Galignani’s Messenger costs subscrib- 
ers _ a year and buyers 8 cents a copy. 

The most costly general newspaper in 
the United States is the Spanish daily, the 
Novedades, published in New York at 6 
cents acopy. The most costly magazine in 
the world is the weekly international edition 
of the American Architect, of Boston, 
which is $25 a year or 50 cents a copy. 

But it is the English newspapers printed 
in the great Asiatic cities that sell for the 
highest figures. Fancy the Japanese news- 
boys in Yokahama shouting out: “ Weekly 
Mail, just out! Only $1!” That is the 
price, $50 for a year’s subscription or $1 a 
copy. The Tien Tsin Weekly 1 imes and the 
Shanghai /Vcekly Maid sell single copies for 
So cents and 40 cents apiece respectively, 
while the Singapore Weekly Times can be 
had for $32 a year or 75 cents a copy. 

Costliest of all, however, is the Calcutta 
Englishman, a newspaper published once a 


month and selling for $1.52 a copy. The 
Fiji Islands 7%mes comes out every two 
weeks at $1.25 a number. 

The highest priced daily in the world is the 
Hong Kong Report, 14 cents acopy or $38 a 


year. The Bombay Daily Statesman is a 
good second at 12 cents a copy or * a year. 

The worlds daily paper which has the 
widest circulation is without doubt the New 
York Herald. There are very few great 
cities on this globe where it is not for sale. 
But their price rises steadily as they get 
away from the United States. They sell for 
15 cents each in the news-stands in Havana 
and for 25 cents in Matanzas, as the writer 
knows. Probably in Valparaiso, Lima, Cairo 
Capetown or Calcutta, ship captains and 
American travelers will readily pay 75 cents 
or $1: for the latest Herald. For there is 
nothing that gives so thorough an apprecia- 
tion of a home newspaper as to come upon 
one in a foreign land.—BSiddeford (Me.) 
Journal. 


TIMELY. 

A protective policy goes but half way to 
its goal if it neglectsto foster foreign trade 
at the same time that it is stimulating home 
industries. If domestic manufactures are 
developed more rapidly than an outlet can 
be provided for them, thence comes over- 
competition, and over-competition is the 

ritful mother of trusts.—//2. American. 

pa le 8 cao 
‘TIS AN HONEST TRICK. 

It may bea trick to offer bargains for the 
sake of getting customers into the store, but 
it is an honest trick, if the bargains are hon- 
st. No oneis hurt by it except the merchant 
who is slow to see the advantages of the 
amechod. 
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DISPLAY ADVERTISING IN ENGLAND 
The English are beginning to see the ad- 
vantages of display advertising. Hitherto 
Londoners who wished to arrest public at- 
tention saw fit to rely, as a rule, upon smal. 
emen ts ini picuou s type The 
bold trade chalienges, so prominent in 
American newspapers, were notably absent 
from the columns of the great London jour- 
nals. American influence is penetrating the 
advertising as it has the news columns of the 
London press, and now it is no uncommon 
thing to find in the Standard, the News and 
the 7elegrafh an entire page monopolized by 
one advertiser, while tew ‘displays’ are 
made less than two columns in width and 
the same in leng:h. 

The character of the advertisements, how- 
ever, differs essentially from those which 
obtain in the papers of this country. With 
us the masters of the mammoth clothing and 
department stores have risen to the fact that 
business is stimulated, income increased and 
profits enlarged by spreading provocative 
declarations of astonishing bargains before 
feminine eyes on the alluring pages of the 
daily and Sunday press. Itis by this means 
that trade has n revolutionized in our 

reat cities, and that goods are speedily swept 
rom counters, instead of becoming stale and 
unsalable with age. It is not so with the 
English. Not yet have they learned to ap- 
Pp | to feminine curiosity and feminine in- 
stinct for bargains, and consequently London 
is filled with small shops, instead of being 
dominated by big ones. A start, however, 
has been made, and the march will go on. 
Curiously enough, it is financiers and * medi- 
cine men” and enterprising proprietors of 
health resorts who take the lead in the new 
departure, and it must be confessed they do 
it as if they were not novices in the art.— 
Boston Herald, 


THE AD MAN’S TEMPTATION. 

The advertising man of a corporation that 
is known to be spending money for promis- 
cuous advertising meets many queer schemes 
for ‘booming business, 99 per cent of them 
being absolutely worthless. Frank Dunlop, 
a boomer of a well-known cycle company, is 
visited every day by an average of 200 peo- 
ple of this kind. It requires a special knack 
to be able to turn them down without making 
them angry. 

‘*The cddest scheme that has been pre- 
sented to me in a long time,’’ said Mr, Dun- 
lop, “‘ came from a clerical-looking man who 
announced his business in a most serious tone. 
‘I am,’ said he, ‘a missionary, working in a 
rough section of Illinois. I could make a 
bicycle useful in my business. I have just 
secured a lot of 200 bibles to be distributed 
among the poor of my section, and if you 
will give me a wheel I will let you print an 
advertisement on the fly-leaf of the bibles!’ 
I had to turn the good man down, but I was 
sorely oo to take him up. 

** Just think what a great card it would 
have been. I could have printed on those 
books: ‘ The rough road to Jordan will seem 
smooth if you will ride over it on a ——-—— 
wheel’; or ‘ Ride —~—— bicycles over the 
straight and narrow path’; or ‘Coast to 
celestial bliss on ———— wheels.’ My, it 
would have been great! But I am not sacri- 
legious ; and, besides, the books were going 
to people who would hardly know a bicycle 
if they met one in the road.”—Lowisville 
Courier-Fournal. 





Aps to sell electric faas should be written 
in a breezy style. 
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FOR EVERYBODY. 

Oh, poet, in your attic dreary, 

Artist in your study bare, 
Why will you work till you are weary 

When the purple you might wear? 
Drop the muse, and take as matron 

One with business in her eyes; 
Hunt around and find a patron 

Among men who advertise. 

—St. Louis Criterion. 


ARRANGED BY STATES. 


Advertisements under this ler thie head 50 cents a line. 
Must be handed in ove week in advance. 


MISSOURI. 


‘OVERS the field - St. Joseph HERALD—8,000 d., 
( / 8,000 8.,9,000w. LA COSTE, New York. 


NEW YORK. 


B INGHAMTON LEADER. 




















Be HAMTON LEADEK, the tea table favorite. 





Bez: AMTON LEADEK, leading afternoon 
paper and the favorite family medium. 


B INGHAMTON LEADER, the home paper, filled 

» full of live local and generalnews ; no boiler 

plate, no A mate paper 
g the 
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of its 





‘y. 





l INGHAMTON LEADER, first-class penny 
M important dail 


e circulation covering 
every issue 1895, Daily, 8,7: bape af 6,600. More 
circulation weekly than all the, other B hamton 
weeklies combined. THE KWITH 
SPECIAL AGENCY, — vgs ) a. Adver- 
tising, New York and Chi 


OHIO. 


| AYTON Morne Times, EVENING NEWS, 
WEEKLY TIMES -NEWS, 14,000 daily, 4,500 
weekly. LA COSTE, New York. 
Y OUNGSTOWN, O., Sunday News; established 
15 ears ; Jos cents a copy ; sworn circ’n 4,220 
copies. e best homes. Rates 20c. inch. 
Write C. M. SHAFFEK & CO., Youngstown, O. 


TEXAS. 


(jALVESTON TRIBUNE. 

















(j4°VESTON TRIBUNE, a money winner. 





G ALVESTON TRIBUNE, the most influential. 





G ALVESTON TRIBUNE, prosperous and pow- 
erful. Leads the afternoon procession. 
(jALVEsTON TRIBUNE makes money for it 
self and will make it for you. bs am 
up to date, with ali modern mechanical appl 
ances. A live paper for live people. 


\ALVESTON TRIBUNE, meee copy counts. 

X City circulation larger than any newspaper 
in Texas. A dividend-paying medium, ked 
by the ie brains and capital of the city. 


G ALVESTON RIBORE. 1 Daily four pages, 
eekly eight pages, ve, prosperous 
pers. published by the Galveston Pup "Co. w. oP 
Pres.; Chas. Fowler, Vice wip gt conge 
Sealy, Treas. ; Fred Chase Wag gene Bus M 
kwith Special 


Clarence Ousley, Editor. 
- WASHINGTON. 


Agency, sole agents 
'T# “Pei” 














GEATILE POST-INTELLIGENCER. 
Largest circulation in the State. 
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WEST VIRGINIA. 


HEELING NEWS is credited with a greater 
circulation than any other West Va. daily. 








CANADA. 


papers in Gi iz A |. W., for 3 mos. in 32 best 
bec Prov.. excluding Mont- 
ESBAI TS AD AG’CY, Montreal. 


$2 








ae Advertisements. 


Must be handed in one week in advance. 


50 cents a line ; $100 a page; 25 per cent 
extra for specified position—i/ granted. 
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: Advertising 
; Agent.... 
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4 P, oO. Box 830 ———— 
; 128 Wall Street 


Schenectady, N.Y. € ‘ 
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THE 


TIMES-UNION 


has a larger 
paid circulation than all the 
other Albany dailies combined. 





BOOKS OPEN 
TO ALL. 


Consequently 
it is the best advertising medium 
in the Capital City. 


JOHN H. FARRELL, 2 


Editor 
and Proprietor 


Albany, New York. 
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10 Cents a Copy, 


52 Lafayette Place, 


$1.00 a Year. 


GODEYS 
MAGAZINE. 


The July number commences the 
135th Volume of this famous maga- 
zine—the oldest in America. 


GODEY’S has been published 
monthly for 67 years. 


The cover of the July number, 
now on sale, is a reproduction of 
GODEY’S first cover, issued in 
July, 1830. 


Guaranteed circulation for 1897, 
one million copies. 


Send for rate card, 


THE GODEY COMPANY, 


New York. 


re 
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BEST 
STORY 


IS THE 


BRIEF- 
EST 


000 American homes 
630,000 filled with the 
regular families and summer 
visitors in the small towns 
and country welcome the five 
literary papers in the August 
Edition of LANE’S LIST. 
Rate $3 a line. Send $2.40 
a line to-day for cash-trial— 
August order. Forms close 
August 4th. 
WALTER D. STINSON, 
AUGUSTA, ME. 
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i of ry + in its tenff 
Unceasing in its efforts 


Special 
Advertising 


OF PARTICULAR THINGS 
BRINGS SPECIAL PRIVILFGES 


in Select 


Mediums 
— The Mason 
Identify His Family 
yourself with 


@he American 
Opler 


The Largest General Circulation of 
any Masonic Magazine in the World. 


DETROIT, MICH. CHICAGO, ILL. 
LONDON, ENG. 





Make... 
Advertising 
Pay. . 


e-e-2 
THE 


Evening 
Journal 


OF JERSEY CITY, N. J., 


Was a daily visitor during 1806 
to no less than 


1 3. O35 Families 


in the wealthy suburban popula- 
tion of Hudson County. 
The MEDIUM that reaches 
15,035 families must pay 
advertisers, 
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Seattle Times 


LEADS AS USUAL. 


The average circulation of The 
Seattle Daily Times for the months 
of January, February and March, 
1897, was : 


8,064 Copies 


The smallest number circulated 


during the time mentioned was 
7,623 copies on January 4th, and 
the high-water mark circulation 
was reached on March 17th, when 
11,835 copies of THE DaILy TIMES 
were printed and so/d. 


THE TIMEs is an every-day known circulation news- 
paper. It isthe only paper in the State of Washington 
that publishes each day its actual circulation. The only 
paper in the State that gives advertisers full and free 
access to its press-room and circulation books, and a 
counting machine in the business office shows to the 
public the exact number of papers printed as they come 
from the press. Advertisers need use only THE TIMEs to 
reach the purchasing people of Seattle and near-by towns, 


For rates, information, etc., write 


The S. C. Beckwith Special Agency, 


NEW YORK AND CHICAGO. 
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Largest circulation of any ¢ 
paper in Kansas and S 
Oklahoma. N 


The Rai 
chita Daily Eagle 


Y hs 
Established 1872. 


x 
Published for the people ¥ 


of Kansas and Oklahoma. 
No daily journal in the 


Ww 
Nn 


is 
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United States covers its 
territory more thoroughly 


and satisfactorily than @ 


THE EAGLE. 


R. P. MURDOCK, Bus. Mgr. 
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The Rookery, Chicago. 





Tribune Building, N. Y. 
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Ahead of all 
Competitors 


The Circulation and Advertising 
Records made by the 


during June show that it 
still easily leads in the 


Rhode Island Field. 


The following are the Records of Net Sales during 


June: 
Total- sales Evening Telegram ° : ° ° 832,078 
Average Daily net Sales . . ‘ ‘ , ° 32,003 
Total Sales Sunday Telegram . ‘ . , . 135,656 
Average Sales per Sunday ‘ . . ‘ ; 33,914 


The Record of Advertising for June is as follows: 
Paid advertising in Evening and Sunday Telegram 23,685 inches 


Paid advertising in Sunday Telegram . ° 5,506 inches 
Total all kinds of wep tented in oy and Suns 

day Journal . - 21,576 inches 
Total all kinds of advertising in Evening Bulletin 

and Sunday Journal combined . - 235518 inches 


Total all kinds of advertising in Sunday Jouraat 1,596 inches 


Excess of advertising in Evening and eeeed aa 2.109 
over Daily and Sunday Journal. inches 
Excess of advertising in Evening and Sunday poe sme 167 
over Evening Bulletin and Sunday Journal combined inches 
Excess of pene in meron! hacen temas over . 3,910 
Journal . inches 
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Out of Print. 


The entire June edition of the AMERICAN 
NEWSPAPER DrReEctTory has been sold. 

The next edition, revised and corrected, 
will be zsswed September ist. Price $5, de- 
livered carriage paid. 


F $25 paid strictly in advance, ad- 
or 9 vertisers or others may be- 
come subscribers for and members of the AMERICAN 
NewspaPEeR Direcrory’s Confidential Information 
Bureau. The said subscription carries with it a 
right to receive (carriage paid) a copy of each 
quarterly issue of the AMERICAN NEWSPAPER DrREctT- 
ory (4 vols. per year), also an annual subscription 
to PrinTERS’ Ink, a journal for advertisers (issued 
weekly), and the further right to ask for and receive 
at pleasure confidential reports concerning the cir- 
culation or character of any American newspaper 
credited with issuing regularly so many as 1,000 
copies. Such confidential reports will be supplied 
to subscribers whenever called for. 
For further information address 


GEO. P. ROWELL & CO., Publishers of 
AMERICAN NEWSPAPER DIRECTORY AND PRINTERS’ INK, 
No. 10 Spruce Street, New York. 


From the Chicago (Ill.) Daily News, August, 1880: 

Messrs. Geo. P. Rowell & Co.’s American Newspaper Directory has long since earned the 
reputation of being the best of its character. It contains the results of patient, expensive 
and systematic effort to secure all attainable information of interest concerning American 
Newspapers. The work has been honestly done. This will not be questioned by any un- 
prejudiced examiner. The most important question is circulation. In attempting to give 

his information the Editor of the Directory encounters his most difficult work. Asa rule, 
newspaper publishers lie, directly or indirectly, concerning the circulations of their papers. 
It is the aim and necessity of the Directory to give the truth instead. The result of this 
difference of purpose is inevitable—a = deal of criticism and abuse from publishers 
whose untruthful statements have not been accepted by the Editor of the Directory. The 
attacks of papers of this class upon the corrections of the ong gr 4 have, however, been 
unsuccessful in affecting — confidence in the character of the work, and Geo. P. 
Rowell & Co.’s American Newspaper Directory is to-day the dependence and guide, in a 
greater or less degree, of every large advertiser in the country. 
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An Iflustration 


of the value of the services performed by 
the American Newspaper Directory’s 
Confidential Information Bureau 
may be found in the letter 
reproduced below. 






























ADVERTISING GAMPAIGNS OUTLINED, AND BUSY MEN HELPED IN 
oe THE WRITING OF ADVERTISEMENTS AND THE ARRANGING OF DISPLAY 
EPFECTS. 





oF ASSISTANCE GIVEN IN THE COMPILING OF CATALOGUES AND PRICE 
LISTS, AND COPY PUT IN GOOD SHAPE FOR ECONOMICAL PRINTING, 





THOUGHT GIVEN TO THE ARTISTIC AND FORCEFUL ARRANGEMENT OF 
oF TYPES, AND VERY REAL EFFECTS PRODUCED IN THE ILLUSTRATING 
OF GOODS FOR CATALOGUES--IN BLACK OR COLORS. 




















-" ING . 
ADVERTISING - PRINTING . 
(ADPERIISImC”LLUSTRATIPGG 150 Nassau Street, New York. 





May 27th, 1897 
Gd, American Newspaper Directory, 


10 Spruce St., N.Y. 
Dear Sir: - 

I wish to bear a little testimony to the value of the facts and 
figures which, by your marvelous system has been treasured up for the 
use of your clients. You may remember my inquiry in teference to 
the Boston magazines, “Babyland” and “Little Men and Women”. It was a 
Matter of great importance to me to get at the truth, the whole truth, 
and nothing but the truth in reference to them, as ;J contemplated 
their purchase, Your report encouraged me to go to Boston fora closer 
business investigation and I found your circulation figures almost ex- 
actly confirmed by the subscription books and reconfirmed by the sub- 
acription gash books, Not only this, but the informal @nfcrmation as 
to the craracter and standing of the magazines was more than supported 
by several thovsand good-will letters from mothers who read the papers 
to their children and many fathers also wrote in commendation ‘The 
Great majority of these letters indicating a high class of readers. 

On one of the subscription agency orders, the name of Ruth Cleveland 
and a dozen other little Washington notables were enrolled. 


I am now owner of the magazine and will continue their publication 






from New York., 






‘Thanking you, I remain, 





Yours truly, 


=a, 
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Why do you think advertisers spend thousands of 
dollars each year ia the 


Vickery & Hill List e 


We have several customers that each spend about $10,000 per 
year and have done so for several years. Out largest customers are 
those who can trace results, but we have a representative list of the 
big general advertisers who never buy space, except when they are 
satisfied that the medium is a good one. How are these? Every one 
of these advertisers used the 


Vickery & Hill List 


DURING 1896. 





ENAMELINE, SWANSON RHEUMATIC CURE CO., 
LORING & CO., ' 

WELLS, RICHARDSON & CO., j. C AYER CO., 
LYDIA E. PINKHAM MEDICINE CoO., C. I. HOOD & CO., 
WINSLOW SOOTHING SYRUP, LONDON TEA CO., 
WARNER SAFE CURE CO., SCOTT’S EMULSION, 
CHURCH KIDNEY CURE CO., STERLING REMEDY CO., 
T. A. SLOCUM MEDICINE CO., INDIA CEYLON TEA CO., 
HARPER FURNITURE CO., HALL’S HAIR RENEWER, 
REVERSIBLE COLLAR CO., and many others. 





Have you investigated this list? Perhaps you are losing that 
which would add materially to your profit. Why not ask some one 
who does know about it? 


A CIRCULATION OF 1,500,000 PER MONTH 


IS AT YOUR SERVICE. 


C. E. ELLIS, 


SPECIAL ADVERTISING MANAGER, 
401=2-3-4 Temple Court, N. Y. City. 





BOSTON OFFICE: CHICAGO OFFICE: 
72 International Trust Building, 903-4 Boyce Building, 
E. R. GRAVES in charge. W. J. KENNEDY in charge. 
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Se ep pS Spin So Sp Sn “pn Soin Seip “np 
A Careful Investigation ; 
Will convince every one that under . 

the New Management % 
"CHICAGO 3 


DISPATCH 


is one of the CLEANEST, BRIGHTEST and PRO- 
GRESSIVE Newspapers of the day. 


OLD METHODS i HAVE BEEN 


OLD POLICY 


OLD IDEAS : OBLITERATED. 


OLD PRINCIPLES 


ITS AIM NOW IS TO PRINT 


All the News that is Wholesome. 





NOTHING MORE, NOTHING LESS. 


ADVERTISERS will now find THE DISPATCH 
read in a great majority of the 
HOMES, OFFICES, BUSINESS HOUSES and FACTORIES, and on 
ALL the TRAINS and STREET CARS in and about CHICAGO. 
Eastern Office: WOME OFFICE 2 


517 TEMPLE COURT, 115-117 Fifth Avenue, 
New York. CHICAGO. 
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The larger the percentage of 
the circulation of a paper that 
veaches the home, the greater the 
advertising value of the paper. 


No paper has a more thorough 
home reading than 


The Detroit 
: Free Press 


which for sixty-four years has 
been the favorite paper of the 
better classes of Detroit and 
Michigan generally. 


SSE 


Its three editions circulate 
to the extent of 


36,805 Daily 48,037 Sunday 
101,758 Twice-a-Week 


Rates and sample copies on application to the home office 
or to 


R. A. CRAIG, 
41 Times Building, New York. 
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1227 Amer. Tract Soc. Bidg., 
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Republic- 
Times 


OF SPRINGFIELD, OHIO, 


POSGOSS CCW OOS OSS 


TANDS FIRST in a good town 

of 40,000. people. In its news 
service and its bright features it stands 
far above any of its contemporaries. 
(If you are interested, just make the 
comparison for yourself.) Of advertis- 
ing it carries more than several of its 
contemporaries put together. Of re- 
sults — well, advertisers stay by it. In 
short, it’s the best paper in Springfield, 
and Springfield’s a mighty good town. 


T CooOOeoocenoooasoae 


The Hosterman Publishing Co. 
SPRINGFIELD, OHIO. 


NEW YORK. CHICAGO. 


50 Hampshire Block, 
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GET IN OUT G OF THE WET 
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* COVERS : 
L%, N, BYy/ 
4 EW YoRK +»0 PENNSYLVANIA 
1 2 
. 
& 
; #+NEW [ YORK.« 
é Attica........ 70 Corning .. --1,400 Kirkwood... 75 Painted Post 10 
2 Albion..." 140 Curtis ....... "40 55 Pine Valley. 
im A 210 Cameron . 40 Rochester .. 2,000 
“$ Cameron M’s 50 Randolph .. 
FE 25 Canisteo..... is 5 Richford . 38 
5 55 Cohocton 25 Romulus.... 30 
“ 70 Cortland . 600 Rathbonev’e 30 
50 Cuba,........ 25 Silver Creek 30 
100 Campville 30 Smithboro . 28 ie 
70 Dalt 25.Suspens'’n B. 35 ¥ 
510 Dayton. 160 Syracuse.... 600 * 
270 Dryden . .. ®8O0Spencerport, 35 Ai 
“75 Dansville. :.: 300 MH Mayville.... 30 Springwater. 25 at 
30 Dunkirk..... 5 @ Middleport.. 40 Salamanca.. 150 
35 Dresden..... 40 @ Moravia..... 70 Savona,..... 60 fe 
60 Dundee...... ¢ Moreland.... 25 Spencer ..... 50 ey 
30 Deposit...... 12: Middleport.. 25 Scio.......... 40 
ae .. 30 E, Corning... : Mt. Morris.. 210 Seely Creek. 40 | 
procton ... 135 Fimira City, 7,200 Manchester. 30Swartwood.. 40 
Belmont ... 2, eee 25 § Middletown. 300 Tioga Center 30 an 
Buffalo,..... 1.909 Peleport ene 40 @ Mt. Morris.. 80 Tonawanda.. 90 a 
Burns ,., 40 Friendship.. 75 @ Millport..... 45 Fs gay w. 125 et 
eee 490 Glenora ..... 25 @ Newark...... 35 Union ,...... 110 
Big Flats.... 75 Goshen, ...0- 100 @ Newfield.... 40 V om bp eepenine 30 
| aE sald 50 Gowanda.. 30 @ Niagara F’s. 50 Vic a iobee 35 
Breesy ... 280 Groton, 150 @ Nichols,..... Vestal ..ccco- 25 
ay Damt’ n. 3,600 Gulf Suminit 30 @ Nunda.... e Vv Vankttcnv’s e 90 
allicoon. 40 Greene _70 @ Newark...... land . 80 
ens. 50 ¢ 100 # Newark Val 50 We lisville... 5 
Candor...... 85 * aba 50 @ New Milford 120 
Carrollton . 25 Hornellsv’e..1,600 @ Norwich..... 23e Wooghull v0 
yuga...... 25 , 110 @ Olean........ 900 wae sPi 50 
Chapinsviiie 25 45 @ Owego. .. 700 Wallace ..... 40 
ieee 25 60 Watkins..... 525 
Guin Sp’zs _40 30 650 Waverly..... 925 
Canandaigua 510 140 25 Wellsbur, 90 } 
Campbell.... _ 30 300 74 arsaw . 100 } 
Chemung... 120 1,250 oe 55 Warwick . 5d 
Coopers ..... 30 Jamestown... 800 @ Port Jervis.. 350 Westfield . 30 
o#+PENNSY ILVANIA.* 
5) Mansfield... 150 Sunbu 30 
5 Millerton.... 25§& — ge an’a 350 
400 Morris Run. 75 8a 550 { 
60 Nicholson,... 45 Shechequin. . 20 
500 North East.. 30 Sto keadale .. 25 t 
150 N. Towanda. gO 
100 Nelson... 40 
50 Niles Valley 1D 
Clarks Sum. 60 Olyphant 460 
Canton ..... - sceola,..... 80 
Dovington 35 Peckville..... 60 T 120 
E, Stroudsb' e 7D Pittston....1,500 will amsp’t. 190 
Elkland..... Ralston...... 30 Wilkesbarre4,300 
Elmer....... 20 Renova...... 40 Wellsboro... a 


Ridgebury.... 90 Westfield. . 
Scranton....5,900 White Haven 80 


Chamber of Commerce, Chicago. 
Red Lion Court, Fleet St., London 


Glenburn 60 
Great Bend. 170 


A. F. RICHARDSON, 
Tribune Bldg. New York City. 
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The Seattle 
Post-Intelligencer 


"| DAILY, WEEKLY, SUNDAY, 





i Has double the circulation of any 
: paper in the State of 
Washington. ..... 


A. FRANK RICHARDSON, 
Tribune Building, New York, 
Eastern Representative. 
S. P. WESTON, 
in Charge of Advertising. 


JAS. D. HOGE, Jr., Manager. 
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64’TWAS in the newspaper and all the 
world now knows it.’’ 


ae 


To be in the 


NEW 
ORLEANS 


STATES 


means to be very close to the 
homes and hearts of the entire 
population of that city. 


ae 


The S. C. Beckwith Special Agency, 
NEW YORK and CHICAGO. 
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THE LOUISVILLE ‘‘ DISPATCH.” 


The history of the founding of the 
Louisville Dispatch is entirely unique 
in American journalism. It is not an 
individual enterprise, but is the result 
of the united efforts of the foremost 
political party of the State of Ken- 
tucky. The newspaper was started to 
fill the general demand, and is the out- 
come of the Presidential campaign of 
1896. Louisville had four daily news- 
papers, all of which warmly espoused 
the cause of the single gold standard. 


This left the bi-metallic or silver party P 


without a daily newspaper representa- 
tive in the city of Louisville, which is 
the metropolis of the State. Accord- 
ing to the old alignment there were 
published in Louisville three Demo- 
cratic dailies and one Republican 
daily. ‘lhe financial issue placed them 
all on the Republican Side, leaving 
the silver party, which is practically 
synonymous with the Democratic party 
in the Southern States, without an 
organ, where it formerly had three 
stanch ones. Kentucky being a silver 
State, and Louisville itself having cast 


more white votes for Bryan than for 
Mr. McKinley, the city and State 
Democracy were naturally very greatly 


aroused over the situation. The result 
is the founding of the Louisville Dis- 
patch, a morning paper, published 
daily, Sunday and weekly. ‘The entire 
State was systematically canvassed in 
the interest of the paper, and the Demo- 
cratic machinery was placed at the dis- 
posal of the promoters. Every Demo- 
cratic leader and office-holder in the 
city and State entered into enthusiastic 
co-operation. The newspaper was in- 
corporated under the laws of the State 
and the Democratic leaders in every 
county subscribed for stock. The 
company has 2,000 stockholders, hold- 
ing amounts ranging from five to one 
thousand dollars each. They are all 
prominent and well-to-do citizens, and 
they regard their subscriptions more 
in the nature of donations for the ad- 
vancement of the political cause in 
which they are interested. If neces- 
sary, these stockholders would double 
or triple their subscriptions, for they 
consider the life of the paper of vital 
importance to their party. The suc- 
cess of the Dispatch means bread and 
meat to them. It is the organ of the 
party and is a rallying point for its 
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leaders. They realize that they can 
not make an advantageous fight with- 
out a metropolitan daily to outline 
their policy and unite their forces. 
Every Democratic office-holder and 
every Democratic office-seeker realizes 
that the Dispatch is indispensable and 
that the stronger and more influential 
it is, the brighter are his prospects for 
holding on to an office or being elected 
to one. 

Unlike the owners of most newspa- 
pers, the promoters of the Dispatch 
did not have to fight for a field or cre- 
ate a demand for their newspaper. The 
aper was intended to occupy a big 
field and to meet an overwhelming de- 
mand. There was no need of the usu- 
al push and energy necessary for the 
success of youthful jourt.alistic enter- 
prises. All that was necessary was to 
take care of the orders that poured in- 
to the office. The first issue of the 
paper had 12,000 paid subscribers, 
and this number increased at such a 
rapid rate that it took a month’s time 
to fully supply the demand. 

In its relation to the Democracy of 
the South, the Dispatch now occupies 
the position which the Courier-Journal, 
through its chivalric editor, Mr. Henry 
Watterson, maintained for more than 
thirty years. In less than three months 
the new paper leaped into a success, a 
prominence, a stability and an influ- 
ence which it would ordinarily require 
a lifetime to attain. According to the 
vote of last November, more than a 
quarter of a million Kentucky Demo- 
crats cast their suffrages for Mr. Bryan 
and free silver. While this is but half 
the actual vote of the State, it rep- 
resents more than three-fourths of the 
intelligent population of the State, be- 
cause the vote for McKinley comprises 
the negro vote and the mountain vote. 
Therefore, the Dispatch, through its 
daily and weekly, represents the polit- 
ical sentiment of three-fourths the 
reading public of the State, while its 
contemporaries, the four gold dailies 
of Louisville, represent but one-fourth 
of the reading class of the State. 
The Louisville Dispatch is regarded 
by the Southern people as the leading 
exponent of bi-metallism in the entire 
Southwest, not only because its policy 
is well-known, well-defined and inevi- 
table, but because it is published in 
Louisville, the gateway to the South, 
which has for the past thirty years fur- 
nished the foremost and most aggress- 
ive champion of Southern Democracy. 
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“The ATLANTA JOURNAL has grown to VW 


power and prosperity in Georgia.” 
—N. Y. EVENING Post. 


® 
The Atlanta 


W 
W 
W 
/ 
W 
W 
Journal W 
Greatest guaranteed circulation W 

of any daily newspaper in the 4 
W 

W 

W 

W 

WV 

W 


U. §., morning or afternoon, 
south of Baltimore. 


23,930 Daily 


THE ATLANTA JOURNAL. 


HOKE SMITH, President. 
H. H. CABANISS, Manager. 


@ 


The S. C. Beckwith Special Agency NY, 


NEW YORK and CHICAGO. 
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In Collapsible 
Tubes. 


I sell the best 
job inks ever made, 
in quarter - pound 
cans, at 25 cents a 
can for any color, 
except Carmines, 


Bronze Reds and 





fine Purples. For 
these I charge 50 


cents for a quarter- 





pound can. If sent 
by mail, postage 
prepaid, the cost 
is 15 cents extra. 
If packed in Collap- 
sible Tubes the cost 
is 5 cents additional. 
Send for my price 
list. Address 


Printers Ink Jonson 
8 Spruce Street, New York 





PRINTERS’ INK. 
nbiagndrngndangnia HANNAN _NAN~NANNE 
} ad a A © & } 


OUR OHIO LIST OF CITIES 
COVERS ALL 


STREET 
CARS 


CINCINNATI, 
HAMILTON, 
SPRINGFIELD, 
COLUMBUS. 


Henney aT ie 


a a 
¥ 


The advertising in these cars is so 
superior to all others that experienced 
advertisers know at once that they are 
controlled by us. 


GEO. KISSAM & CO., 
253 BROADWAY, N. Y. 


Fifth and Race Streets, CINCINNATI. 
16 Board of Trade, COLUMBUS. 
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In about six months 
all trains of the .. .. 


Brooklyn 


we 99 


will be running over 
the Brooklyn Bridge 
—the advertising will 
in consequence be 
trebled in value. .. .. 
Contracts made now 
‘‘go’’ at the present 
rates — later it will 
cost more. Get in 
now and save money. 


GEO. KISSAM & CO., 
253 Broadway, New York. 
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[t ts like 
this 


An advertising agency is useful to 
the extent that it understands a cus- 
tomer’s needs and has the ability to 
formulate and successfully carry out an 
intelligent and practical plan to pro- 
vide for them. 


It requires one with experience, 
capital and abundant equipment, indi- 
vidual supervision of all details, supple- 
mented by well organized departments 
with trained skill in each, to accomplish 
that which every advertiser is entitled 
to, z.¢., the very best service for his 
money. 


With 30 years’ experience for our 
guidance and superior facilities at our 
disposal, we solicit large or small orders 
for all publications in the United States 
or Canada. 


Advertisers may through us save 
time and money and secure the best 
results. 


The Geo. P. Rowell Advertising Co. 
10 Spruce Street, New York. 
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